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Emotional Selling 


To free women from inhuman drudgery—to safe 
guard the health of children—to bring healing light 
te feeble old and ailing young—these are some be 
nign results of electrical appliance merchandising . .— 
@ And these have also an emotional appeal which 
in selling and advertising can be more effective than 
any appeal to reason or derconstration of economy. — 
@ Washing machine men—<alesmen. dealers an: 
manufacturers—might well icar this in mind when 


they get around to selling something else than price. 
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Buyers are quick to learn the value of a name and what 


it stands for. The name Apex on a Cleaner, Washer, 
lroner, or Refrigerator means, to more than 2,500,000 
Apex Owners, the greatest dollar-value obtainable. 


Sell the complete line of Apex Cleaners, Washers, 
lroners, and Refrigerators, and your advertising and 
selling expense on any single item creates a tremen- 
dous carry-over promotion value to other appliances 
in the line. Also, the satisfactory performance of 
every Apex appliance sold makes it easier to sell 
another to the same owner. 


The complete Apex line consists of eleven models 
of wringer type washers and three wringerless types— 
three distinctive ironers—three floor cleaners, plus an 


West of Denver 


APEX ROTAREX MANUFACTURING co. APEX ROTAREX CORPORATION Cleveland, Ohio rover mircueu co, 110. 
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efficient hand cleaner with attachments. While the hand- 
some new 1935 line of Apex Electric Refrigerators 
includes seven models. Therefore, no matter what 
your prospect's requirements may be—price, eye 
appeal, capacity, or specific features—there's an 
Apex Cleaner, Washer, Ironer or Refrigerator that 
will meet her needs exactly. 


Complete lines, outstanding values, liberal margins, 
quick turn-over (made possible by drawing on wide- 
spread Apex Warehouses), and a generous plan of 
cooperative sales and advertising support make 
the Apex line your greatest opportunity to increase 
sales and profits. For prices, discounts, catalogs and 
other information, write to 


Montreal, P. Q. 
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LET APEX STRAIGHTEN YOUR SALES CURVE WITH AN APPLIANCE TO FEATURE EACH SEASON OF THE 
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MPORTANT as an index to the 

cost of electrical appliance retail. 
ing is the study of operating costs 
of department stores issued by the 
Controllers Congress of the Na- 
tional Retail Dry Goods Associa- 
tion. Five groups of stores are ana- 
lysed. All show losses on major 
household appliances. The losses 
range from +8 per cent of sales 
for stores doing a sales volume of 
$1 millions to $2 millions down to 
2.3 per cent of sales for stores with 
a gross volume of $10 millions and 
over. 


TYPICAL 


Commenting on the data from the dif- 
ferent groups, the report finds that the 
loss is due principally to an inadequate 
markup, considering the nature of the 
merchandise and the cost of servicing. 
Cumulative markons were 34.9, 35.1, 35.6, 
35.9, and 32.5 per cent for the 5 different 
volume groups. Markdowns were 4.3, 4.7, 
3.6, 4.3, 3.8 per cent. Following are some 
of the figures given for a typical depart- 
ment in a store doing a volume of $10 
millions and over. 

Electrical appliances represent 1.6 per 
cent of the total volume. 


Major Household Appliances 


Cumulative mark on %.......... 32.5 
Mark downs (at retail) % to sales. 3.8 
Stock shortage % to sales......... 0.7 
Workroom net cost % to sales of 
0.8 
Cash discounts % to sales........ 1.0 
Gross margin % to sales........ 29.0 
Number of stock turns............ a 
Returns % to gross sales........ 15.2 
Sales for year per sq. ft. of 
Operating expenses in % to sales.. 31.3 


This store it should be noted had the 
lowest mark on and the small net loss of 
any of the groups. The report says of 
this operation that the “expense was ap- 
parently well controlled but the gross 
margin of 29% was inadequate. The 
merchandising figures seem to indicate 
that the fault lay in the low cumulative 
mark on, 32.5%.” In a final summary 
the report again returns to the importance 
of margins but makes a new and vital 
suggestion: “Evidently there is need for 
knowing more about outside selling 
methods and the handling of high priced 
single-unit bulk articles.” 


DIFFERENT 


The controllers are getting down to 
cases when they recognize that refriger- 
ators and washers, cleaners, ironers and 
oil burners are merchandise in a wholly 
different sense than hats and cloaks and 


suits and that there is a complex tech- 
nique of marketing these high priced 
single unit bulk articles. Department 
store buyers and merchandise managers 
are highly conscious of this difference. 
At a number of recent meetings of de- 
partment store men the discussions of 
merchandising methods centered on spe- 
cialty operation and the need to develop 
more business on the higher priced spe- 
cialty type appliance. There are a num- 
ber of leading stores with successful out- 
side selling organizations. And a larger 
number of stores that are working to 
apply a more specialized method to their 
store operations. 


WHAT TO DO 


These figures are important to every 
appliance merchant. In the first place 
they show clearly that the department 
stores are not, as has often been alleged, 
receiving any great advantage in dis- 
counts over other retailers. They also 
show that volume, (and the department 
stores show an increased appliance vol- 
ume in 1933, the year studied) will not 
alone bring a profit. The question of what 
to do about it is met by the controllers 
in two suggestions. First, more gross 
margin. Here the department stores are 
in perfect harmony with other merchants, 
none of whom ever thought that his mar- 
gin was great enough. Second, a study of 
new selling methods. 


MARGINS 


The bulk of the business being done 
by department stores is in refrigerators 
and washers. Let us see, therefore, what 
are the chances for greater margins on 
these lines. If the refrigerator manufac- 
turers had shown large profits on their 
operations it might be said that the mer- 
chant was squeezed on margins. But 
that is not the case. In spite of large 
volume business manufacturing profits 
have not been even adequate. The public 
pressure for low prices and active competi- 
tion have acted to keep list prices down and 
in spite of rising production costs price in- 
creases have been very cautiously made. 
And now we have a new low “yard stick” 
of refrigerator prices due to the insis- 
tance of the Tennessee Valley Authority, 
a branch of the U. S. Government, that 
refrigerators be produced for less than 
$80 retail. To reach such a price it has 
been necessary to cut every margin in- 
cluding the retailers. The department 
stores have actively helped to push washer 
prices down and hold them there. The 
competitive pressure has had a deadly 
effect on retailer and manufacturer alike. 
Production costs have risen to take the 
last vestiges of profit from the maker. 
Volume is off. If the retailer is to get 
more margin he will at last be forced to 
take it from the public. 


ising 


METHODS 


Are better selling methods then the 
means to profit? The experience of the 
electrical trade answers yes, but aggres- 
sive specialty selling methods which are 
still producing a profit for the specialty 
trade are possible only on the specialty 
goods. They cannot be made to pay on 
low priced appliances which have no 
specialty features. 


STAPLE 


We must recognize that the standard 
gyrator, standard wringer washing ma- 
chine is a staple which will no longer 
yield specialty profits nor pay for spe- 
cialty selling. They must be carried, they 
must be advertised and they will continue 
to sell in volume. The new lift-top re- 
frigerators and the lower priced four and 
six foot regular models are in much the 
same class. There is a large public that 
can not afford appliances of finer finish 
and more highly developed design. This 
is mass market stuff selling against keen 
competition with margins of 20 to 33 per 
cent, 


SPECIALTY 


Profits can only come from active cre- 
ative selling of higher priced specialty 
merchandise. It is higher priced because 
it has built-in features of greater conve- 
nience and greater service. ,It is better 
finished and looks the money. It is out 
of the competitive class. It is something 
people want and people can be convinced 
that they can afford it. There is where 
the specialty salesman comes in. He is 
no common clerk or order taker, He 
knows his product. He specializes on 
the product he knows and he must be 
paid for his salesmanship. The margin 
on the specialty appliance due to its 
higher price is great enough in dollars to 
pay the salesman, pay for the advertising 
and leave a balance of profit for the mer- 
chant. The specialty refrigerator is 
always sold and is still selling. The 
specialty washer is rapidly coming back. 
The merchant who will organize to push 
the specialty, as well as market the stapie 
appliance, will be able to read the results 
in black ink. 
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PROGRESS TENNESSEE VALLE 


The University of Tennessee's new Electrical Laboratory. Miss 
Clara Dean, of the General Electric Institute’s home service staff, 
is shown instructing a class in the use of electricity in the home. 


ITH a tentative start at Tupelo, 
Miss., during the second week of 


May, appliance sales in the Tennessee 
Valley area showed their first real spurt 
during June and July. To Commercial 


Manager George D. Munger of the Elec- 
tric Home & Farm Authority, TVA sub- 
sidiary, came a gradual filtering of re- 
ports from dealers, distributors, power 
Not complete due to the dif- 
ficulty of getting all the figures, reports 
to date showed the following sales of 
[VA models alone in the territory: 


companies 


Refrigerators sold 3,062 
Electriz ranges R50 
Water heaters 447 


From other sources it was evident that 
sales of regular models had also shared 
in the increase of business resulting from 
the publicity spotlight focussed by the 
government on household appliances 

Little Tupelo, styled the “guinea pig” 
of the TVA, itself held to be a “vard 
stick” whereby the government can meas 
ure electric production and distribution 
costs, was far ahead of other communities 
in appliance selling. One of every three 
of the 976 residents of Tupelo bought an 
electric appliance in the period between 
May 21 and July 14—an increase in do 
mestic use of 115 per cent. The appli- 
ances sold had a value of $46,271 Dur- 
ing the period, 256 refrigerators were 
sold, of which 75 were TVA models; 
60 ranges were sold, of which 41 were 
[VA models, and 15 water heaters were 
old, 13 of which were TV A-designed. 

lo refrigerators, therefore, went the 
palm for leading the sales parade and to 
local dealers the credit for selling pros- 
pects more than the minimum refriger 
ition and price demanded in the TVA 
model. 


One Dealer's Experience 


The experience of one dealer alone 
that has come to our attention, will serve 


to show how the government program 
has materially increased business for the 
mall merchant. Grove Woolley runs the 


Woolley Electric Company, a GE dealer 


ship at Tupelo, Miss. Being the first 
town to contract for TVA power, Tupelo 
hecame the overnight spotlight for pub- 
licity Here was held the first showing 


4 TVA model appliances and here the 
first government promotion of appliance 
selling had its start At Tupelo, TVA 
had established a permanent exhibit of 
appliances; Woolley followed suit. TVA 
ulvised promotion by travelling cooking 
schools, ete. Woolley got himself a GE 
coach and took his story to the homes 
in his community. On top of all that, 
the publicity given the EH&FA appli 
ance program has stirred public interest 
to an unusual degree 

Here is what happened: In May, 1933, 


his business amounted to $1,163; in May, 
1934, it had increased to $4,823. In June, 
1933, Woolley’s sales amounted to $1,331 ; 
in June of this year they reached the 
figure of $5,327.82. Total sales for the 
first six months of 1934 were five times 
greater than sales for the first six months 
of 1933. Interesting, too, because of the 
emphasis on price and small TVA model 
refrigerators is the fact that 82 per cent 


GROVE WOOLLEY 
His Woolley Electric Co. 
did five times the business 

since TVA, 


of Woolley’s refrigerator sales were on 
the seven cubic foot model and his av- 
erage sale amounted to $223. 


All this in a town of 6,000 population. 


Knoxville Revolution 


To Knoxville, headquarters of the 
rennessee Valley Authority offices (EH 
& FA offices are in Chattanooga), came 
a minor revolution for the 75,000 resi- 
dents. After prolonged negotiation be- 
tween TVA'’s director David E. Lilien- 
thal and Electric Bond & Share’s C. E. 
Groesbeck, the Tennessee Public Service 
Company, operating utility in Knoxville 
became government property. The price 
paid was $6,088,000. Word of the ne- 
gotiations sent the local utility’s bonds 
soaring from a low of 46 to a par high 
of 964 at which point the holding com- 
pany decamped in favor of TVA. The 
Knoxville system, first big feather in the 
cap of governmental power experiment- 
ers, will be entirely operated by TVA 
using power generated at Muscle Shoals. 
During the operation period TVA will 
add a 10 per cent surcharge to standard 
TVA rates which will go towards paying 
for the distribution system. When the 
sales is finally consummated and Knox- 
ville begins using the power from Muscle 
Shoals (estimated to take about one 


3,062 TVA model refrigerators sold in 
6 weeks — Knoxville Utility Passes to 
TVA — Georgia Dealers Protest Utility 
Merchandising of TVA Refrigerators 


month) the city will joint other nearby 
communities and will have on display 
TVA models of appliances. 

It is expected that more dealers will 
join the ranks of those already operating 
in the area due to a statement by Knox- 
ville’s City Manager that the city would 
not engage in the sale of appliances but 
would leave that up to the dealers. 


Georgian’s Resentment 


In the meantime, all is not as bright 
as the headlines would have us believe. 
Down in Atlanta, Georgia, where TVA 
appliances have been actively promoted 
by Georgia Power, dealers have peti- 
tioned Charles A. Collier, vice-president 
in charge of sales, protesting the sale of 
“ad interim” electric refrigerators. 

Their letter to Mr. Collier follows: 

“You are well aware of the fact that the 
sale of what you have termed ad interim 
TVA refrigerators is extremely detri- 
mental to the business of electrical refrig- 
erator dealers and distributors who must 
depend for their living on the profits they 
make from the sale of refrigerators, as 
they are not in position, as is your com- 
pany, to reap a profit from the current 
consumed by these refrigerators, While 
we were greatly alarmed about this situ- 
ation, our fears were allayed somewhat 
by the meeting called by your company, 
at the Capital City Club, Tuesday eve- 
ning, May 29th, 1934, at which you stated 
in substance that all of the ad interim 
boxes had been sold; that there would 
not be any more; that the few hundred 
which had been sold was water over the 
dam; and that the next boxes would be of 
the ice chest type and would not compete 
seriously with the standard type of re- 
frigerator. 

“Acting on your assurance that there 
would be no more of the ad interim boxes, 
some of the distributors were able to re- 
instate orders for a number of refrigera- 
tors which had been cancelled because 
of your previous ad, and these distribu- 
tors now find themselves in the position 
of being called upon to take back many 
of the refrigerators of approximately the 
same capacity as the ad interim boxes 
you are now advertising and selling. 

“We feel very strongly that your re- 
cent advertisements are a breach of faith 
and in direct conflict with your state- 
ments made at the meeting May 29th, 
which we accepted in good faith, We 
feel we cannot allow this matter to pass 
by without calling your attention to your 
former statements, and lodging a most 
vigorous protest against your action in 
advertising and selling ad interim boxes 
after your assurance that there would be 
no more.” This petition is sugned by 111 
dealers. 

That they had some cause for worry 
may be seen by the fact that Georgia 
Power in one sales drive had knocked off 
800 refrigerators (Kelvinator) of the 
TVA model in less than 24 hours, Low 
rates, advertised as “free electricity” (an 
idea borrowed from the Fresno, Cal., 
activity reported in these pages), low 
prices of TVA models and long-term 
financing supplied by the Authority were 
the reasons for the phenomenal sales. 

Underway at the present time is an- 
other campaign on refrigerators, ranges 
and water heaters, all TVA models, de- 
signed to unload a total of 4,500 units of 
major appliances in eight weeks. Georgia 
Power sales officials call it the first real 
drive on TVA models and that is what 
the Georgia dealers are worried about. 
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In the forthcoming drive, Georgia 
Power intends to place great empliasis 
on selling all three appliances in combi 
nation—in other words, to introduce th: 
electric kitchen into homes without appli 
ances. Models sold will be Kelvinator at 
$79.75; Hotpoint range at $78.50, an 
Hotpoint water heater at $60.50. All 
three would cost $218.75, but with four 
year financing the customer would onl) 
have to pay $5.75 down and a monthly 
balance of $5.43! Annual residential 
kw.-hr. consumption in the Georgia 
Power amounts to 823.9 per customer, 


Dealer Advertising 


Curiously, considering the enormous 
emphasis that has been put on price of 
appliances sold in TVA territory, little 
of it crops up in the advertising being 
done. Main emphasis is placed on low 
rates now available. Knoxville dealers 
did a little thunder-stealing when the sale 
of their local utility was announced, in 
anticipation of a flood of TVA models 
in the territory. 

Sears, Roebuck slammed it out when they 
slugged in the headline of the TVA- 
Knoxville sale story but their prices 
quoted were as follows: Range, $98.50; 
refrigerator, $139.50; washer, $39.95 
Miller’s, big Knoxville department store, 
came out in full pages on Norge refrig 
erators with prices at $209.50 and 
$179.50. They also featured Kelvinator 
at 15 cents a day. Fowler Bros., Knox 
ville furniture house, advertised Kelvi 
nator, Monarch ranges and water heaters, 
without mention of price. Miller's, inci 
dentally, took another full page of Uni- 
versal appliances—everything from heat 
pads to ranges. Tennessee Electric Power 
in Chattanooga hammered away at the 
cheapness of operation story, featured 
TVA models in all their ads. Sterchi’s 


offered a $30 trade-in on old refrigera 
tors against a new Grunow. Woodruff's 
prominent Knoxville hardware compan) 
not only reproduced the sale headline but 


MISS PHYLIS MONTEVEROE 


with some of thousands of letter 
received from customers sugge*! 
ing names for the customer hou-: 
organ recently inaugurated by th: 
Southern California Edison Com 
pany. “The Electrical Times” we 
the winning title and under thi 
name the ligle 8-page publicatio: 
now reaches all customers. 
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complete schedule of proposed 
l rates which would apply in the 
terr ory. They sell Frigidaire, Hot- 
ranges and water heaters, Thor 

Philco radio and Eureka 
\» indication that the appliances pro- 
moted by the Tenneessee Valley Author 
‘ty and financed through the Electric 


Hi and Farm Authority will adhere 
to list. prices applying nationally, is 
contained in the latest release from 


EH&FA headquarters. Commenting on 
the new lift-top design refrigerators ap- 
proved in the Tennessee Valley area, 
President Lilienthal announced that the 
refrigerators approved for EH&FA 
financing would be “marketed throughout 
the country at the same price prevailing 
in the Tennessee Valley.” This repre- 
sents, he said, a new policy of the di- 
rectors of EH&FA. 

His announcement, in part, continues: 

“Through action on the part of the 
manufacturers, these low cost, standard 
quality models will become available to 
homes everywhere in the country. 

“Although these models were devel- 
oped for the EH&FA program in the 
south, the benefits of the program to the 
consumer are now on a national basis. 

“The TVA insignia of Electric Home 
& Farm Authority, indicating EH&FA 
approval for financing, will be carried, 
however, only on appliances sold in areas 
where there is an agreement between 
EH&FA and the electric utility serving 
the area, providing for low rates.” 

The new Crosley medel is the second 
of the new lost cost model refrigerators 
to be approved for EH&FA financing, 
the first being General Electric. 

“The Electric Home & Farm Authority 
will approve for financing in the EH&FA 
territory any refrigerator that meets the 
quality specifications of the Authority, 
sells at a retail price less than $80 and 
is produced by a manufacturer who 
meets NRA requirements and has been 
in business manufacturing for more than 
a year. 


First Show 
Pulls 15.000 


LAWRENCE JENNINGS 


Commercial Manager Eastern 
Shore Public Service Co. 


HE Delmarva Peninsula — which 
means the eastern shores of Virginia 
and Maryland and much of Delaware— 
never saw a modern electric show until 
this June. But they got an eyeful on June 
13 when the Delmarva Electric Home- 
makers Show swung its doors open. 
Lawrence Jennings, Commercial Man- 
ager of the Eastern Shore Public Service 
Company was General Chairman and with 
hit were J. Russell Hopkins and B. H. 
Ph ‘lips, also of the utility. A high-scorer 
i the Refrigeration Bureau’s quota con- 
‘esis, Mr. Jennings kept up the same rec- 
% in premoting an electric show. Held 
Salisbury, with prizes totalling 
$1.00 to lend interest, the show pulled 
More than 15,000 people and resulted in 
Stes of 303 major appliances from the 
show floor. Publicity was responsible in 
4 good measure for the good attendance. 


BEFORE 


The shack in Denver picked 
for a renovizing demonstration. 
It was lifted from its original 
foundation and placed in a 
public spot where the people 
could watch the transformation 

take place. 


AFTER 
The Denver shack after archi- 


tects, painters, electrical men 

and others had gone to work 

on it. (Center) The electrical 

kitchen installed in the reno- 
vized home. 


Renovizing Will Boost 
and Appliance Sales 


iring 
Federal Support 


For Campaign 
Starting this Month 


OME renovizing campaigns are not 
new in this country. 

Big manufacturers have put them on 
(Johns-Manville, American Radiator & 
Standard Sanitary) guaranteeing by in- 
surance a percentage of funds loaned by 
banks, home loan societies and other or- 
ganizations. Cities have put them on 
when building, electrical and plumbing 
groups got together on a cooperative cam- 
paign. 

The depression beat some of them. The 
insecurity of the home-owner to go on 
owning his home, never mind spending 
money on it, was responsible for the rest. 
But in the last five years houses have 
been going to the dogs through lack of 
repairs, additions, maintenance and 
money. 

The government, as far back as last 
March, decided to do something about it 
as a means of putting an estimated 5,000,- 
000 people to work and of giving a score 
of industries something to get their teeth 
into. The Federal Housing Administra- 
tion under James A. Moffett was the first 
step. It planned to start a campaign of 
rebuilding guaranteeing loans up to 20 
per cent of the money advanced by banks, 
loan agencies, etc. 

An offshoot, under Deputy Albert L. 
Deane, is the home modernization pro- 
gram scheduled to go into action on 
August 15 and with the same government 
guarantee on a portion of the money ad- 
vanced. Minimum monthly payments un- 
der the original housing bill will be re- 
duced somewhat to take care of smaller 
jobs modernization would call for. It is 
expected that some $500 millions of 
private capital will be enlisted behind the 
renovizing campaign when it gets under 
way. 

For a starter, just to give you some 
idea of the extent to which this mod- 
ernization program goes, there is the fact 
that 16,000,000 buildings have been retro 
grading ; that 3,000,000 require major op- 
erations, the rest general repairs, new 
wiring, paint, plumbing, etc. Money ad- 
vances to a maximum of $2,000 payable 
over a period of five years will be made 
on personal character loans, 20 per cent 
insured by the federal government. Such 
notes must be signed by property owners. 
The minimum loan is $100 and the maxi- 
mum $2,000. Any excess over $2,000 
must be paid for in cash by the home- 
owner, 

That is the background of a series of 
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local renovizing efforts that are getting 
under promotion. In the federal set-up, 
account is taken of the fact that local and 
state backing and assistance should be 
given if the government help was to be 
expected. Biggest agency to promote local 
cooperative modernization programs are 
the banks, the building and loan com- 
panies, the insurance companies and or- 
ganized trade groups. 

A good example of the bank taking the 
initiative—and that without government 
help either—took place in Sharon, Mass., 
where the Sharon Cooperative Bank, 
with assets of $1,000,000, got up a sales 
campaign on renovizing and offered loans 
to all responsible parties for purposes of 
re-shingling, plumbing, paper-hanging, 
wiring and other forms of modernization. 
So successful were they that the local 
building trades had difficulty in keeping 
up with the flood of work. 


Denver Experience 


Another good example is a recent one 
from Denver, Col., reported by Edwin 
B. Hoover for Electrical Merchandising : 

When Denver conducted its recent 
Cleanup, Paintup, Modernize campaign, 
Richard L. Davies, director, contrived to 
have an old, frame house that had out- 
worn its usefulneses moved from its tum- 
bledown environment to the Sunken 
Gardens which marks the spot where the 
courthouse formerly stood. There, in the 
business district, hurrying citizens, day 
by day, saw a transformation take place 
which changed a nondescript shack into a 
modern, Colonial-style dwelling. 

Inside and out, the glorified home—a 
practical demonstration of what can be 
done with paint, building materials and 
electric equipment—conforms tothe high- 
est electrical standards. Seginning at 
the front door, Where a call button illumi- 
nated by Old England lanterns sounds an 
electric chime, and ending with the 
kitchen where complete modern equip- 
ment is strikingly apparent, the made- 
over domicile lacks nothing in the way of 
electric convenience and artistry. 

The Electrical League of Colorado was 
given free rein to direct electric phases of 
reconstruction—in a residence that had 
never been wired for light or power. 
George Bakewell, Electrical League man- 
ager, appointed W. A. J. Guscott to 
supervise planning and _ installation of 
electric equipment, wiring and _ fixtures. 
Mr. Guscott, president of the Denver 
Contractors Association, enlisted the aid 
of Labor, jobbers, manufacturers agents 
and dealers. All services were donated. 

The completed Modernized Home—five 
rooms and bath—contained more than 
$400 worth of wiring; equipment, such as 
electric refrigerator, electric cooking 


range, kitchen exhaust fan, electric clock, 
Colonial lighting effects to carry out the 
general architectural program, valued at 
about $450. Power outlets were placed at 
front and rear entrances for yard and 
garden lighting. The Westinghouse No 
Fuse Load Center, first to be used in Den- 
ver, operates as circuit breaker. 

Thousands of visitors who inspected 
the dwelling, before it was given to a pair 
of newlyweds, were amazed to discover 
that there are such things as four-way 
switches; that “mark-time” switches will 
turn lights on and off at predetermined 
times; that flood, spot and decorative 
lighting enhance tremendously the beauty 
of lawns, shrubbery and flower gardens 
at night; that shadows can be eliminated 
at work centers in the home; that auto- 
matic switches operate with the opening 
and closing of closet doors; that all these 
and many other items of equipment are 
obtainable at small cost from dealers for 
convenience and utility in their own 
homes. 

As an electrical merchandising exploit, 
the Modernized Home rates high, since 
it was the cynosure of hundreds of thou- 
sands of eyes. The example set drew wide- 
spread attention, due to continuous pub- 
licity blasts by both daily newspapers; 
further to the fact that all dealers in Den- 
ver handling electrical appliances co- 
operated by giving receipts for purchases 
which gave customers an opportunity to 
contest for ownership of the house. 

In view of the national administration's 
Home Modernization program, there is a 
broad avenue for electric equipment 
dealers throughout the entire nation to 
adopt the plan that has been so successful 
in Denver. 


All-Eleetrie 


LL electric kitchens, sold on the “‘car- 
buying” plan, are being featured by 
the Southern California Edison Company 
From time to time statistics appear in the 
public press which indicate that the pub 
lic is still buying automobiles. Appealitty 
to the same sense of “economy by wige 
spending,” the Edison Company in it 
advertising is emphasizing the fact that 
an all-electric kitchen, by which is meant 
at least range, water heater and re 
frigerator, is available at a cost less than 
that of most automobiles, that it is no 
less important to household convenienct, 
and that it can be purchased, as would be 
a new car, on the monthly installment 
plan. $12.77 is the monthly paymeft 
asked. All purchases are to be made 
“through the dealer.” 
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NNOUNCEMENT of the 
first General Electric 
Monitor Top created a sen- 


sation in electric refrigera- 
- | tion. Within three years the 


} G-E refrigerator took first 
| 


place in the industry, be- 


Avan came the leader in sales. 
J 
\ 


\/ G-E dealers prospered. 


Today the G-E Monitor 
Top refrigerator with its 
famous sealed-in-steel mechanism is universally 
recognized as the standard of excellence. It has 
established an unparalleled record for dependable, 
trouble-free refrigeration service at low cost. G-E 


dealers are now 


enjoying the ad- 
vantages of public 
preference for the 
General Electric Monitor Top. 


The new, modernly styled G-E 


Flat-top refrigerator created a 


style sensation almost over- 
night! Many call it the most 
beautiful refrigerator in 
Amgica. It offers quality, features and modern 
beauty of design that cannot be matched by any 
other conventional type refrigerator. Again 
General Electric opened new avenues of profit to 
retailers with a new model that has become the 


style leader of all popu- 
lar-priced refrigerators. 


And now comes the 
revolutionary new G-E 
Liftop refrigerator at 
a price that reaches right into the heart of the 


mass market! Now the economy and convenience | 


of modern refrigeration is placed within reach of 
every wired home in America! An undreamed of 
volume of business awaits the alert dealer who 
seizes this opportunity for additional profits! 


G-E “Marquis” Automatic Range 


Engineered in the famous G-E House of Magic, 
styled by kitchen specialists in the General Electric 
Institute, the new G-E “Marquis” sets a new stand- 
ard among modern, popularly-priced electric 
ranges. It answers the demand of thousands for an 
electric range of advanced design and features, 
built by General Electric, and priced well within 
reach of the average family budget. Equipped 
with G-E Hi-Speed CALROD surface units. 


se than Ic a day. A size and model for every hon ¢- 


General Electric Dishwasher 


An essential unit of the modern all-electric 
kitchen and the next great sales opportun''y 
for the modern electrical retailer! e The G = 
Dishwasher washes all the dishes in Jess than 5 
minutes without hands touching water. Chec 5 
spread of mouth-born disease bacteria. Sas 
more time in the home than all other mot ' 
driven appliances combined. Operates for |: »s 
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refrigeration within reach of every home—opens a vast new market for retailers. 


and COMPANION RANGE 


The new G-E Liftop has the lowest operating cost 
of any electric refrigerator in the world. It will hold 
more than enough perishable food for the average 
family’s requirements. Freezes 20 large ice cubes 
at a time. Powered with the famous G-E sealed- 
in-steel mechanism that requires no attention, not 
even oiling—the same in principle as the world- 
famed Monitor Top. White Glyptal-baked enamel 
exterior, stainless porcelain interior, stainless-steel 
freezing shelf that cannot chip or rust. 5 years’ 
protection on sealed-in-steel mechanism may be 
obtained for only $7 additional. 


The uses for the new G-E Liftop are many. It 
is ideal for homes with modest incomes and 
restricted floor space. It is excellently suited for 
Summer cottages, recreation rooms, butler’s 
Pantries, restaurants, taverns and roadside stands. 


Again General Electric research and engineering make a great contribution to 
modern living! The Liftop refrigerator, pioneered by G-E, brings General Electric 


Again General Electric is first 


plus freight 


with a refrigerator that makes i 


possible a volume of busi- 


ators unmatched for depend- 


ness three times as great as 
you may now be enjoy- 
ing! Together with a 
the General Electric Combination 
Monitor Top and Flat- | Unit 
top models it rounds out 
a line of electric refriger- j | 3 © | 4 ? 50 


able performance and styling and 

lowest cost —and built by the world’s 

largest electrical manufacturer. Write or wire for 
details of the General Electric franchise. General 
Electric Company, Specialty Appliance Sales Dept., 
Section DE8, Nela Park, Cleveland, Ohio. 


BOTH FOR THE PRICE OF ONE! 


The new G-E Liftop refrigerator and Companion range 
are designed for either separate installation or as one com- 
bined unit. Now both electric refrigeration and electric 
cookery are available at a price previously paid for one! 


Visit the G-E House of Magic and Exhibits at A Century of Progress, Chicago 


ELECTRIC 
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One Shoe 


Nor will one set of terms 
fit all pocketbooks, David- 


son’s of Des Moines, finds 


N | » long ag tine daughter ol 
H. G. Roth, for years manager of 
the electrical appliance department at 
Davidson's, Des Moines furniture store 
presented her father with a shiny pencil 
filled with red lead. Immediately notes 
and figures written by the veteran man 
iger began to appear in a flaming crim 
son hue. One day S. Davidson, son of 
the store’s founder, spoke to him about it 

“H. G., | wish you'd quit using that 
red pencil until the depression is over 


It's bad psychology seeing that color 
scribbled on everything.” 

This story has a point in that it shows 

sensitive the store management is to 


little things. With the approach of bet 
ter times, Davidson’s shrewdly realized 
that all families were not equally af 
fected. On the other hand, landmark- 
ot financial responsibility for the pre 
eding ten years had been swept away 
It was obvious that a new deal was 
needed in the handling of credit. 

One of the shifts came in the handling 
of terms. Five dollars down and $5 a 
month might be duck soup for one pros 
pect, very tough going for the next. Tak 
ing a leaf from the banker, it was de 
cided to discover first what the customer 
was able to pay, and later adjust the 
terms to this situation 


Phileo Dealers 


Here is a sales-building plan that links your store 
with Philco’s extensive national advertising 


Buy 


Don't Forget 


For PHILCO 
dealers’ names 
“and addresses, see 
the ‘‘Where to 
section 
of your local tele- 


phone book. 


Your Phileo distributor has com- 
plete supervision over the plan. Consult him for details. 


cost you only a few cents a day. 


Philco is the most recent manufacturer in the 
electrical field to adopt “Where to Buy It” dealer 
identification service. 

Philco’s national advertising will soon tell pros- 
pects to locate authorized dealers through classi- 
fied telephone directories. Prospects will then look 
in the classified directory, find the Philco Trade 
Mark as illustrated below and be directed to the 
nearest dealer—to your store. 

Such a listing will enable you to cash in on 
Philco’s national advertising . . . to increase sales. 
It will get results—because 85° of all telephone 
subscribers use the ‘yellow pages’ to help them 
with their buying... yet your listing will 


Take advantage of this opportunity. 


With a man who possessed sales sense 
in the credit office it became a job for 
the six men in the major appliance de- 
partment to sell a time-payment customer 
on the idea of having a talk with the 
credit man, rather than getting any set 
sum from him in advance. As a result, 
the credit department, able to learn the 
ability to pay of the customer in advance 
is able to enjoy a great deal of flexibility 
in setting terms. With some customers 
a substantial down payment is necessary, 
with others goods are sent on a no money 
down basis. Inasmuch as there is little 
cash business, most of the Davidson sales 
are passed on in this manner. 

Mr. Roth believes in marking all tags 
plainly with the cash and credit price, 
so that the customer will fully under- 
stand that he can save money by paying 
cash. Discounts for cash have run as 
high as 10 per cent in the store, and it 
has always been a paying policy in Mr. 
Roth’s opinion. 


Wide Open Salesman Policy 
Maintained 


Davidson’s salesmen work on 4 
straight commission basis without any 
protection on prospects or territory. The 
store policy is to provide a large amount 
of traffic, leading lines of merchandise 
and hot propositions. 

Formerly, Davidson’s, a pioneer fur- 
niture store in Des Moines, maintained 
a prospect man who toured the city call- 


Other manufacturers using “Where to Buy It”: 
Easy Washers, Exide Batteries, Frigidaire, G. E. Refriger- 
ators, Hoover Cleaners, Kelvinator, Leonard, National 
Batteries, Norge, Premier Cleaners, RCA Victor, Stromberg- 
Carlson, Westinghouse Refrigerators, Willard Batteries. 


ing on meter turn-ons. These new ar- 
rivals were given a friendly call and 
asked if there was anything they wanted 
in the way of housefurnishings. Out of 
20 to 25 calls a day, two prospects a 
day was considered a good average 
With the change in conditions, this 


There'sa PHILCO 
for every purse 
and pur 


Radios—(Cont’d) 


strations and 
nged. 


“WHERE TO BUY JT” 
DISTRIBUTOR 


nm 
ite price class. See them at 
dealer's. 
Payments gladly arra 


your 
easy 


prospect job has been abolished. Any 
salesman has the privilege of working 
outside. Tips on prospects come from «ll 
employees in the store who are paid 4 
commission on sales made from this in 
formation. 


Sacramento Students 
Remodel Old House 


EINSTOCK-LUBIN Company 0! 

Sacramento, California, during the 
past college term cooperated with a ¢/ass 
in interior decoration of the Sacram: nto 
Junior College in the remodeling and (ur- 
nishing of an old home. Under the di- 
rection of Walter Murray, lecturer 0? 
art and interior decoration, the class st- 
pervised the thorough overhauling of the 
old house, including rewiring and re- 
modeling of the kitchen and laun !ry. 
Weinstock-Lubin permitted the clas. to 
select equipment from their stock, w ich 
remained on exhibit in the home. 
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HAT an impossible world it 

would be if we could do away 

with the law of action and 
reaction! If all opponents refused to fight 
and all obstacles melted away, we could 
neither conquer nor accomplish. Just as 
resistance is necessary to achievement, 
objections are necessary to salesmanship. 
Without them, none of us would have 
a job to do or a chance to win! 

We are merely “waiting on the trade” 
rather than selling when a purchase is 
concluded without resistance. The per- 
son who waits on the public as it comes 
voluntarily to buy common food and drug 
items, which arouse no objections, is 
known as a clerk, not a salesman. But the 
person who educates the American family 
to some higher standard of living, some 
greater living comfort or some new free- 
lon from drudgery through the owner- 

) of a home appliance, is known as an 
expert salesman because he overcomes 
iy objections and overpowers much re- 
tance. Thank the gods for objections, 
thout them, there would be no need for 
esmanship. 
lhe measure of our sales ability de- 
pends upon how well we constantly im- 
prove our technique in handling objec- 


SALESMA 


i 


tions. Yet before me is the analysis of 
a questionnaire to 200 salesmen which re- 
veals that 72 per cent have made no con- 
scious and determined effort to improve 
their methods. When asked to define their 
way of answering such common objec- 
tions as “I don't need it,” “I will wait a 
while” and “Price too high,” few could 
give any orderly explanation, and only 11 
per cent came anywhere near the best 
technique. It again emphasizes the fact 
that we do not need new selling principles 
so much as we need to study deeper for 
better ways to execute the old principles. 
Answering objections is as old as sales- 
manship itself. Why, then, should the 


the 


subject be given such superficial and care- 
less attention ? 

My observation is that objections, like 
any type of resistance, are distasteful 
and, being creatures of least resistance, 
our tendency is to attempt to forget them 
or run away from them; failing to realize 
that such a course is, after all, the longest 
way round to better salesmanship. Why 
not admit their existence and consciously 
attempt each day to find better ways to 
eliminate them? That, after all, is the 
line of least resistance to greater earning 
power. 

Fundamentally, methods for handling 
objections are simple. But, based upon a 
few evident principles, there is an infinite 
variety of ways to anticipate, answer and 
eliminate them; depending upon the prod- 
uct, the salesman, the dealer and the pros- 
pect. My only purpose in this article is 
to give you a framework within which 
you can explore, detect, apply and im- 
prove your practise. The subject is one 
which cannot be studied afid dropped. It 
is a continuing matter which should ex- 
cite daily analysis as long as you continue 
to sell. 

Along with many false objections which 
are automatically eliminated if the correct 
presentation of a right product is made, 
there are some real objections which re- 
sult from six causes. Analyze these con- 
sciously and continuously. Adjust your- 
self to them properly. You can remove 
most, if not all, objections at their source. 


The Seventh of a Series of Articles 


to Help the Salesman Sell More 


Efficiently 


in 1934 
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; differenee is in the 
Resistance 


tr 


You Overcome 


Cause One: You may be selling the 
wrong product! This is a day of com 
parative buying in which public 
searches, compares and finally selects that 
product which is better known, has 
greater use values or convenience fea- 
tures, possesses vital differences, which 
make it a superior value. 

In every industry there are the 
“leaders” and the “also-rans.” If you are 
representing the latter, even though you 
may have been attracted by a longer com 
mission, you are penalizing yourself be- 
cause such products (compared with 
leaders in this comparative buying day ) 
are packed with objections, difficult to 
overcome. Your sales production will 
suffer because a company is unknown, be 
cause the product lacks. demonstrable 
superiority or because it provides no plus 
values within its competitive range. You 
may have to talk an arm off to make a 
single sale, knowing that there will al 
ways be a lingering doubt in the cus 
tomer’s mind—when, if you were repre 
senting the right product, time and strug- 
gle could be saved from handling such 
objections in a manner permitting you to 
make four sales with the same effort, plus 
getting added lift from the greater 
achievement. Believe me, that is an im 
portant thing to keep in mind. We suc- 
ceed best when we know we are success- 
ful. Real objections to a wrong product 
will break any salesman’s heart because 
they force him to pull upstream all the 
while. Are you representing the right 
company and product? Do you believe it 
is superior? Do you know that it de- 
livers the best value compared with com- 
petitors ? 


Cause Two: Competitors may arouse 
objections to put you on the defensive. 
Even though good salesmen do not be- 
lieve in “knocking competitors,” there is 
plenty of it done in practice. You can 
govern what you say about them but you 
cannot control what comment they make 

(Please turn to page 23) 
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They talk about prospects 
while they oil. 


Oils Well that 
Ends Well 


Graybar’s Alberts was 

totalling up refrigerator sales 
for 1933 in Omaha, he rubbed his eyes 
when he came to the name of L. L. Bless- 
ing, Kelvinator dealer in Curtis, Ne- 
braska. Curtis is a town of 950 people, 
and Blessing had sold 11 electric re- 
frigerators. In the first half of 1934 Mr. 
Alberts received another shock. Blessing 
has sold 16 more refrigerators. 

Asked how he did it in this tiny, cow 
country town, Mr. Blessing replied, 
“Each spring and fall on days when we 
are not particularly busy, we drive out 
over a piece of territory to call on owners 
of refrigerators. Our service men are 
clean and courteous, use new clean rags, 


x 4 “U.S. Zipcor 


U.S. Zipeord” is 
shipped on metal 
spools containing 


epee UNITED STATES RUBBER COMPANY 
1790 BROADWAY 
8 Branches and Distributors in all Industrial Centers 
Product of United States Rubber Company 
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A Rubber Jacketed, Flexible Cord at 
the Price of Ordinary Lamp Cord] 


Here is a cord suitable for wiring bridge and table 
lamps, radios, clocks, in fact any appliance where 
“Type PO” cords were formerly used. 


This extra flexible cord, with its “zip” feature permits 
easy opening of the sheath for connections. Each con- 
ductor is easy to strip . . . and yet there is extra protection 
at the terminal because the wall thickness is greater. 
“Zipcord” with its tough rubber cover, is long-wearing, 
neat appearing, sanitary and non-fraying. 


It is furnished in colors. It is fully approved by Under- 
writers Laboratories, Inc. (see bracelet label). The 
name “Zipcord” is registered and patent is pending. 


Send for samples: 


NAME REG. VU. S. PAT. OFF. 


NEW YORK, N. Y. 
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and knock at the door with an oil , 
their hands. They tell the owner th: 
making the usual checkup free of c 
They take care of the electric 1». tor, 
check the belt, dust out the compart: ents 
and give the refrigerator a good 
\t the same time they are usually ta 
to the owner and through canvers: tion 
you can easily get names of any pros) cct 
the owner may have been talking 1 

Another bit of strategy of the former 
mayor of Curtis, which might be culled 
unique is the custom of repainting trade- 
ins and adding fancy decorations wit 
paint brush before letting them go ox 
again. He says it helps to sell. 


Lewiston Drama- 
tizes Refrigerators 


HE story of electric refrigeration 

was effectively presented by the 
Lewiston Furniture Company of Lewis. 
ton, Idaho, in a series of brief playlets 
which were presented in their house- 
wares department under the direction oj 
Miss Katharine Fizer, home economist 
of the Norge model kitchen. The care 
of refrigerators, the proper use of the 
refrigerator to secure maximum storage 
and the preparation of unusual chilled 
dishes were dramatically presented. This 
method not only offered excellent ad- 
vertising possibilities, attracting wick 
spread interest from the public, but als 
offered effective opportunity to demor 
strate the equipment in domestic 
roundings, as it would actually be used 
in the home. 


Even Unto the 
Monitor Top— 


In Flint, Mich., there is a_ stor 


which is an ice-box. Not that the s; 
is cold to customers, or that you get 
freezing reception once you enter 
doors. It's simply that the exterio: 
the building has been used to mak 
clever imitation of a refrigerator ((G 
eral Electric). 

The “refrigerator” rises to a li 
of three stories. It houses the Gen 
Electric sales division of the Sn 
Bridgman & Company departn 
store, next door. The division is 0} 
ated as a leased department by ‘ 
well, Inc., of Detroit, Michigan, 
tributors for General Electric. 

That the store front serves as 
advertisement for refrigerator s 
effectively is reported in the fact * 
the company in May—like many ot 
dealers in Michigan—was_ unabk 
get deliveries fast enough to fill rei 
erator orders. ~ 


W 
parties 
ot Flo 
milkm: 
the gi 
joininy 
big su 
The 
sell re 
Kelvir 
braska 
stirrin 
Thank 
dozen 
Street 
never 
Like 
hang 
not to 
avoids 
and ce 
is som 
paper 
veal 
cussio 
innern 
and s 
into re 


Onl 
the h 


bleate 


| 
i 
Stale 
_ 
re 
US oh: = = aid } 
——— 
7 Aa 4 mid 
y kaw’ = 
retriy 
- fur 
fol 
1 
re » 
we! 
vu 
4 pr \ 
What 


— Va 


n 


The Dorothy Dix Method of Refrigeration Selling 


You get more for your money 

with bigger cans—and_ can 

store unused balance in the 

refrigerator—a__ telling sales 
point in 1934 


HISTLING post towns in drouth 

ridden Nebraska are putting on 
parties this summer under the guidance 
of Florence McReynolds Williams. The 
milkman, the florist, the furniture store, 
the grocer and the hardware man are 
joining hands to help make the affair a 
big success. 

The object of this social gesture is to 
sell refrigerators. Mrs. Williams is a 
Kelvinator hostess. She calls on 43 Ne- 
braska towns with the sole purpose of 
stirring up social interest in the subject. 
Thanks to the cooperation of half a 
dozen allied dealers, she is giving Main 
Street a type of promotion which it has 
never seen before. 

Like the little girl who was told to 
hang her clothes on a hickory limb, but 
not to go near the water, Mrs. Williams 
avoids sales talk in her cooking school 
and demonstrations. In her methods she 
is somewhat like Dorothy Dix, the news- 
paper writer, who persuades women to re- 
veal their intimate problems for dis- 
cussion. She learns in this manner the 
innermost thoughts of feminine prospects, 
and shows how they can be translated 
into refrigeration business. 


Fur Coats and Butter 


Only to a woman, for example, would 
the housewife in Grand Island have 
bleated, “Mrs. Williams, the butter is al- 
ways soft in our refrigerator.” 

Spoon uplifted in air (She was in 
the middle of a demonstration) Mrs. 
Williams paused patiently, and asked, 
“Does your refrigerator freeze ice 


yes, but the butter’s always 


Realizing that it did the cause of elec- 


trical refrigeration no good to have this 
prominent customer telling such a story, 
Mrs. Williams drove out to her home 
atter the show. There, tucked in the 


retriverator for summer storage was a 
tur coat. Completely insulated by its 
tol’. was the box of butter, naturally 
kep: warm, 


Co-operative Demonstrations 


is not difficult to persuade the 
varus allied merchants of a town to 
Tea that their wares attractively 
‘er onstrated by a home economist are 
We’ advertised. Nor is it hard to con- 
a country newspaper editor that a 
Prc<'y girl in a white apron is good copy. 
t dealers do not anticipate are the 


N 


crowds of women who put on best bib 
and tucker to attend—to listen to talks 
that seemingly do not have a thing to do 
with the selling of merchandise. This 
thing is new to Main Street. 

On both cooking school floor and in 
home calls Mrs. Williams declares the 
thought of entertaining is closést to the 


An offer from a home economics graduate of free 
consultation is always a welcome door opener. 


heart of her women audiences. How to 
set tables, how to prepare delicacies, and 
other novelties are sure fire. Ice cream 
is still the most popular dish for demon- 
strating. Lunch planning holds crowds 
enthralled. The economy of buying 
larger sized cans of food, and storing the 
unused balance in the refrigerator is a 


telling point in 1934 selling strategy. 

With her groups Mrs. Williams finds 
that the only technical points that can be 
discussed are suggestions as to what they 
should look for in an electric refrigerator. 
No brand names are mentioned, but these 
points are stressed: 1. Choose a_ big 
enough box to hold all the family food. 


2. See there is a proper distance be- 
tween shelves. 3. Test shelves for 


strength. 4. Look at corners to see if 
they can be easily cleaned, watch for 
seams, etc. 5. See if doors close tight, 
if there are gaskets. 6. Examine for 
quietness of motor, freedom from vi- 
bration. 

The idea of sending out hostesses is a 
new one to the West. They are refresh- 
ingly different to towns bored with 
prickly heat, dust storms and drouth. 
Half the leads brought into a Davenport, 
Iowa, dealer come from the hostess. This 
is true elsewhere. Two or three days are 
all Mrs. Williams can give to a town, but 
in this time hundreds of women come in 
where dozens did before. The Dorothy 
Dix method of refrigerator selling ap- 
pears to be the royal road this season. 


What every merehant should know 


ORE than 20% of all money 


spent in retail stores is spent 


by the families who read The American 
Weekly. They number over five mil- 
lion—over 20% of the nation’s families. 


The merchandise they read about 
in The American Weekly is the mer- 
chandise they want. Feature it and 
they'll BUY all the more of it. 


circulation. 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 
- +. and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


MERICAN 
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All Chicago is My Oyster 
Dealer Lekan Declares 


LENTY of firms sell one make ot 
washing machine to all kinds of peo 
ple. It remains for the Polonia Sewing 
Machine & Music Co., of Chicago, to 
reach tame by selling several makes of 
washing machines to one kind of 


people 


Poles n Chicago and the Middle 
West. ‘orm the market which this Mil- 
waukee Avenue house contacts. 


radio and foreign language newspapers 
the 500,000 of this nationality in the city 
are reached Fat beyond the neighbor 
hood come the inquiries and the orders 


sales being made even as far away as 
Ohio and Ontario. 

“Folks from the old country are 
eager to buy merchandise they can 
trust,” Frank Lekan, one of the three 
partners, says. “There are too many 
borax houses and schlog methods in 
foreign language communities, and they 
destroy confidence. We sell goods away 
down in Gary and all over Chicago, 
simply because we have won belief in 


“Look at the bookful of sales 
contracts,” says Frank Lekan. 
“Some of them are washer 
Us. orders from miles away.” 

\rriving in America in 1909, Frank 
Lekan started selling photographic en 


Socket meter base 


heating. 


further information. 


T-11S time switch 


WATER-HEATING BUSINESS 
at MAXIMUM PROFIT 


Now, OUTDOOR as well as INDOOR 
Control with This G-E Time Switch 


towest ORIGINAL COST 
LOWEST 
V LowEsT MAINTENANCE EXPENSE 


INSTALLATION COST 


Sealing ring Glass cover 


The well-known Type T-11 time switch, formerly for indoor-installation only, 
now also for SOCKET mounting out-of-doors 


HIS time switch was designed to provide a dependable control for off-peak water-heating 
units. Since it is produced for that specific purpose, it has no unnecessary parts to add 


to its cost. It is a small, compact device which is easy to install. 


Its low cost and its profitable performance in service have resulted in the adoption of this 


switch by many utilities as the standard for controlled water-heating installations indoors. 


Now this same switch — SOCKET MOUNTED — assures you of low capital investment, 


simple installation, and negligible maintenance for out-of-door metered and controlled water 


Add profit and reliability to your off-peak installations with this switch, Call the nearest G-E 


sales office, the G-E Supply Corporation, or Graybar Electric Company, Incorporated, for 


440 48 


GENERAL ELECTRIC 


largements. One day he earned $9~— 
equal to a week’s wage as a mechanic 
then—and from his association with |] 
Buchaniee and Charley  Amiszenski 
grew the partnership which for 24 years 
has stayed on Milwaukee Avenue. Until 
1919 sewing machines were the big item 
then phonographs and pianos. Radios 
came into the store in 1924. (Poles are 
three years late in adopting new items 
Lekan says; refrigerators are not en 
tirely accepted yet by foreign language 
peoples.) Refrigerators were taken on 
in 1932, and washers in 1933. Washing 
machines have become the big item 
Sewing machines today are in the hase 
ment. : 

Featured are ABC washers, Leonard 
refrigerators, and Zenith, Philco an 
R.C.A. radio (no midgets). The stor: 
does an active business and all is due 
to the chance use of radio advertising 
back at the firm’s darkest moment, De- 
cember, 1932, which revealed the possi 
bilities in selling one nationality. 


Topsy Turvy Washers 


HEN washing machines first ma 

their appearance in the Mick 
store branch of McGregor Furnitu 
Company, Marshalltown, Iowa, last Jan 
ary, John Cobb, the manager, hard 
knew a wringer from a wrist pin. |! 
shoved the entire washer  shipm« 
up in the big window and awaited resu! 
The public scarcely responded to the fa 
that the Mickel store was doing son 
thing entirely different in handli: 
washers. 
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southern California 
Gives Away Towels 


rie “free towel” system of getting 
| men to listen to ironer demonstra- 
tion. has reached Southern California. 
The Southern California Edison Com- 
par) recently ordered a large shipment 
of towels which have been supplied to 
cooperating dealers for free distribution 
to women who try out electric ironing 
machines in their stores. One little 
“kink” which has been found useful in 
hold ng the attention of women who 
show an inclination to hurry on, is to 
introduce the towel early in the discus- 
sion, handing one end of it to the cus- 
tomer with the statement that the towel 


is hers. The operator, however, keeps 
hold of the other end while she explains 
the machine—and as the woman does not 
like to let go of something which has 
been given her, she remains to hear the 
talk. When the time comes for her to 
sit down and iron herself, she docilely 
carries out. instructions, carrying home 
with her both the towel and a very fair 
idea of the ease of ironing operations 
with an electric machine. 


Washers and Ironers 
in September 


og and ironing machines 
are to be featured in northern Cali- 
fornia in September. This is washer and 
ironer month for the Electric Appliance 
Society of Northern California, and an 
extensive campaign of newspaper adver- 
tising, supplemented by power company 
demonstrations, window and floor dis- 
play cards and a window trim contest is 
already planned. 


Test Department in 
Ogden Penney’s 


HE Ogden store of the J. C. Penney 
chain has installed a home appliance 
department in the basement. This is to 


serve as a test department to determine 
conditions under which similar depart- 
ments may later be operated throughout 
the system. 


John Cobb, manager, with 
display of washers. 


Urn Heads 


as an experiment Cobb, at heart a 
window trimmer, bowled over several 
machines like nine pins, displaying 
mechanism and tubs to the sidewalk 
trade. These unusual positions stopped 
crowds, Cobb says. 

_ Without previous experience, salesmen 
in the store sold approximately 50 
Washers in the first six months of 1934, 
ot which ten were gas engined. Average 
Price was $54.50. 


Telephone and typewriter are Patrick’s sales tools. 


Running a Business from Bed 


WHIPSTITCH away from Brook- 
field, Missouri, is Laclede, birth- 
place of General J. J. Pershing. Not 
long ago when the General was there on 
a homecoming, he inquired if any war 
casualties lived in the neighborhood. 
“There’s E. W. Patrick over at Brook- 
field,” he was told. “He’s confined to bed 


quarters. Using the legs of five salesmen 

he covers Brookfield, a town of 6,428 in 
central northern Missouri. In the four 
years he has handled Voss washing ma- * 
chines he has distributed about 400. He 
has placed approximately 140 Frigi- 
daires, and in the 13 years he has oper- 
ated his business has sold some 2,300 
radios. 

A believer in premiums as_ door- 
openers, Patrick has distributed radio 
logs for years, finding thev always win 
interviews. Right now he is offering 
free 10c. cans of chocolate pudding, suit- 
able for ice cream making, to non-owners 
of electric refrigerators. It is worth a 
dime to get in to make a presentation, he 
maintains. 

On occasions, such as the Baer- 
Carnera fight, and the Kentucky Derby, 
he calls up a group of places where 
people are likely to be listening and offers 
them the use of one of his trade-in radios 
absolutely free. 

From his bedside he carries on a 
phenomenal amount of telephoning, en- 
couraging people to ask for the time, 
radio programs or any information he 
can supply. With his shop somewhat out 
of the business section, he believes this 
service vital in that it makes Brookfield 
citizens turn to him naturally for any- 
thing electrical in the way of service or 
new goods. 


since an aviation field accident back in 
1918.” 

Expecting to find an invalid, Pershing 
was surprised to step into a full blown 
electric appliance business. Although 
confined to his bed, Mr. Patrick is a 
devotee of outdoor selling and employs 
his residence store mainly as_head- 


speed with e 
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The Coupon Today... 
And Get the Complete 
ONE MINUTE Story! 


One Minute now offers a wonderful franchise to dealers—a 
complete range of models and prices to meet every customer 
demand—the CADET leader at $44.50, three intermediate 
electric models, the DeLuxe Model 270 shown above, and a 
quality washer powered by gasoline engine. Attractive colors, 

tticiency and safety, a host of exclusive One 
Minute features. Then too, the new One Minute water pump, 
a patented feature installed at the factory. Send coupon to- 
day to One Minute Washer Company, Newton, lowa, for 
complete description and list prices. All prices slightly higher 

in the far west. 


IS COMPLETE WITHOUTA 


are bringing more 
sales and greater 


PROFITS 


to One Minute dealers 


1, All-Aluminum Leverless Wringer 
— One contro! bar governs every 
operation. 


Hi-Vane all-aluminum bottom 
Agitator makes full half-turn in 
each direction. 


Oversize Double Water Action 
Porcelain Enameled Tub. Attrac- 
tive—very easy to keep clean. 


3. 


The New 
One Minute 


CADET 


Dealers are having 
wonderful success 
featuring this model 
as a leader. Invari- 
able prospects at- 
tracted to the dis- 
play room by this 
model select one of 
the better One Min- 
ute models as final 
choice. Yet CADET 
quality |more than 
justifies this price. 


cot ow ONE MINUTE WASHER COMPANY 
N Room 25, Bergman Building, Newton, lowa, U. S. A. 


Please send complete information covering the New One 
Minute Washer line and Proven Sales Plan. 


Name 
City 
State 
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Covering 
a 


broad 
field 


of 
UTILITY 
in the 
APPLIANCE INDUSTRY 


Mark-Time Switches add safety, 


comfort and convenience to a wide 
variety of appliances and services 


by contributing timed operation. 


for TOASTERS 


MARK-TIME takes the cuesework out 
of toast-making by ringing a _ bell 
when the toast is done to just the 
right crispness No watching, wait- 
ing or burned toast 


for WASHERS 


MARK-TIME SWITCHES for wash 
wast 


ers pu rome ashing on a scientifix 


basis by timing washing machine op 
ration to suit the materials being 
washed Less wear and tear on 
thes as well as on machine No 
wast 
MARK-TIME Coin Meters are de- 
flgned espe ally for apartment house 
washers Enables the user to pay as 


she uses the machine 


for RADIOS 


Portable MARK-TIME turns on or off 
ecely at p ined time No 
netallation necessa Simply 
“lio into MARK-TIME and MARK 
to nience outlet Set 
t and forget it Similar port 
ewit es for le frosting eun 
imps, sign t 


for WALL SWITCHES 


MARK-TIME turt switch off auto 

matically Holds lieht until you get 

car t t low th 

teps ip he cellar, et Re 
an switch 


We specialize in time-switches—Can 
furnish 10,000 kinds. Write. 


M. H. RHODES, INC. 
Rockefeller Center, 


New York 


OLp TRICKS 


for a 


NEW bOG 


Use the Implement Plan 
of Spreading Country 
Call Cost Over Several 
Items, and You'll Make 
Money with Gasoline 
Washers, Thede Says 


ARK THEDE, who as man and boy 

has tramped over every foot of the 
county Brigham Young made famous out 
in western Illinois, has several sugges- 
tions for country selling that he would 
like to toss in the pot for the benefit of 
washing machine dealers. 

As an old implement dealer, he has 
been through the mill. The Thede Im- 
plement Company has distributed plows, 
tractors, binders and harrows for a dec- 
ade around the Rock River territory. 
When things slowed up, the store took 
o. washing machines, shoved the tractors 
back. It wasn’t a case of an old dog 
learning new tricks, Thede explains. It’s 
in example of some of the old tricks be- 
ing good enough lor a new dog. For 
ihede has been going ahead with washer 
sales in a way that would make other 
small town dealers smile with pleasure. 
With little sales cost he has been moving 
more than four Speed Queens a month, 
with very little sales cost, at a price of 
$81 per unit 

His decision to sell washing machines 
came from observations of what was go 
ing on at his front door. He didn't 
know, for example 

—that the Federal government was 

paying out about $416 to each farm 
family 

‘that only 13.4% of the nation’s farms 
enjoyed electricity 

—that gas engined washers were boom 

ing as evidenced by March, 1934, 
sales of 13,309 against 1,943 for 
March 1933. 


Farm implement sales are drooling 
along today and it is necessary for 
Thede to keep a man traveling in the 
country, picking up what business and 
repair work he could. The idea of add- 
ing washing machines to the list fitted in 
beautifully, and helped spread the cost of 
solicitations. 

“Mind you, this man doesn’t always 
carry a power washer on his car,” says 
Thede. “Our idea has been to make a 
preliminary survey of a place, see if there 
are enough pigs and other cash crops 
to pay for it. If the setup is good, the 
subject of a washer is broached, and with 
a good hearing we find it worthwhile 
to drop around next trip and leave a 
machine for a week's use. In nine times 
out of ten it is sold. You may say it 
wasn't necessary to make two calls, but 
that first check-up is the heart of our 
proposition.” 

No set terms are talked in country sell- 
ing. One question is asked, “How do 
you want to pay for it?” It is useless 
to have a note come due in December 
when the pigs wont be ready for sale 
until January, Thede has found. Wash- 
ing machines are sold to farmers on a 
one-third down basis, balance in nine 
months at 7%. This differs from farm 
implement business, which is 20% down, 
balance spread over two years. 


Rural credit problems 


Selling to farmers, Thede finds, goes 
by families. What one buys, the others 
do. Families are often related and visit 
around a good deal. This makes for easy 
selling and also for difficult collections. 
Thede’s toughest collections haven't been 
with deadbeats—but with good families 
where one brother happens to be irre- 
sponsible. Thede has found he has to 
tread softly to avoid antagonizing all the 
man’s relatives. The best practice, he 
thinks, when a farmer misrepresents or 
fails to meet obligations, is to pick up 
the machine and cheerfully forget about 
the note. 


“When tractors slowed up gas engine washers took up the 
slack,” says Park Thede—and proves it by selling them. 


BRINGS NEW 


PROCTOR 


PROCTOR MAGIC STAND IRON—A magic 
arm-saving, time-saving stand on the 
most efficient iron ever made. Touch a 
button in handle and the stand swings 
under the iron... lift iron, and stand 
springs out of way. A sure fire seller. 


PROCTOR THERMOSTATIC TOASTER— 
Toasts two slices, both sides at once 
... automatically shutting off current 
and signalling when toast is done to 
taste. Sold with or without the new 
Proctor Buffet Set, the utterly unique 
toast-tray service for smart entertaining. 


‘a season of falling 


leaves will be a time of rising sales 
for dealers who stock these sen- 
sational new PROCTOR products. 
e Because, Mr. Dealer, Autumn 
starts the advertising that will make 
these Proctor wonder workers 
wanted by women everywhere...the 
multiplied millions of them who 
read The Saturday Evening Post, 
Good Housekeeping, Time and New 
Yorker. This on top of your own 
selling effort, supported by sales 
pulling Proctor direct dealer hel p=. 
e And Christmas is coming! You'll 
see marvelous opportunities of gift 
season selling,especially in that nvw 
Proctor Toaster Buffet Set... and 
Proctor advertising in the big »a- 
tional magazines will make the mst 
of those opportunities and help 
turn them into sales for your sto e- 
e Order from your jobber 
or write direct for acquainta: ce 
facts on the whole PROCTOR lie. 


PROCTOR & SCHWARTZ ELECTRIC CC’ 
7th Street and Tabor Road, Philadelp! » 


PROCTOR 


IRONS TOASTERS WAFFLEFS 
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by 
Robert G. Silbar 


Specially designed display 

counter of cork and red. G. 

W. Fischer, store manager, at 
left, examines display 


ee ED, we don’t know anything 

about the problems of dealers. 

We're spending millions on ad- 
vertising and we don’t know how effective 
itall is. I’m going out and build a store. 
I'm going to build a merchandising center, 
and it's going to be modern to the door- 
knobs.” 

Lou Maxon, head of Maxon, Inc, adver- 
Using agency for General Electric kitchen 
appliances, was talking to Ted Quinn, G.E. 
vice-president, and he was serious about it. 

He wanted to know “how come” that 
certain store set-ups will sell more wash- 
ers or refrigerators, or certain window 
lisplays and newspaper advertisements 
‘pull’ better. Few manufacturers, he ar- 
suc, know exactly what happens to their 
sale. brain-children, because few had ac- 
cess to experimental stores. Sales man 
age’. have to depend on factory represen- 
tati\ cs to find out how dealer organizations 
function, he claimed ; not many dealers like 
‘o \axe their troubles to the factory. 

nd so Mr. Maxon went out, and 
sc ited around. He called in members of 
his ort staff and distributors of appliances. 
\n! on May 24 of this year, an experi- 
mental store opened up, in Muskegon, 
M.. h.,—modern to the door-knobs, and one 


of the most beautiful electrical stores this 
writer has ever been in. It is to serve 
as a base for experimental operations. It 
is financed and operated by the advertis- 
ing agency. 

It is an effort on the part of the agency 
io get closer to the problems encountered 
by a dealer, by actually becoming a dealer. 
Thus, in getting a clearer understanding 
of a dealer’s problems, the agency hopes 
to build more effective advertising copy. 

“The store, of course, must make money 
or its operations would be pointless,” Mr. 
Maxon said. 

And since its opening it already is in 
the blue and Mr. Maxon says he will keep 
it there. The store will be a dealer for 
all G. E. home products; it will attempt 
new and odd promotions, but it will make 
money. General Electric Co. had nothing 
to do with its establishment. It is entirely 
an advertising agent’s affair. 

This Store of the Future, as the loca- 
tion may come to be known, opened with 
a local fanfare which attracted thousands 
of visitors. Store layout and design are 
unique in every respect, and yet not too 
“modern” for the average town. It is 
said the store may be a model for many 
similar to it. 
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“Show me the relationship of copper 
to electricity ; show me conduits and cork, 
and an interesting design,” Mr. Maxon 
told Lloyd Weed, one of his staff de- 
signers. 

The exterior of the store, hence, is of 
burnished copper, set off with modern- 
istic red and white lettering and a trim 
which suggests copper conduits. In the 
sunlight the copper throws off a polished 
dullness; at night the store front gleams 
interestingly. Architects had frowned 
on polished copper for exterior decora- 
tion, but Mr. Weed decided to throw tra- 
dition to the winds. 

The entire store front 1s made up of 
one large window. It isn’t broken up 
with center posts or braces. And thus, 
the effect is given that the copper front 
is a “frame” for the window—as a gilt 
frame for an oil painting. 

The interior is at once highly colorful 
and yet subdued, being designed not so 
much to display the store as the merchan- 
dise in it. An impression of depth is 
heightened by a brilliantly lighted stage 
which covers the entire background and 


An experimental retail 
operation planned and 


carried out regardless 


A view of the main floor showing the 

cork covered walls and ceiling, the in- 

direct lighting, the stage in the back- 

ground, and the modernistic display 
counters. 


wnich features a complete G.E. kitchen. 
Walls are covered with pressed cork- 
board in natural dull colors. Against 
this neutral background Chinese red paint 
trim, contrasted with copper tubing, 
stands out. The floor is of red-tiled lin- 
oleum, while the floor covering and steps 
to the stage are of dull red. Specially 
designed display counters and fixtures 
carry out the red and cork motif. Indi- 
rect lighting of a type never atempted 
before in an electrical store lights up the 
interior smoothly. Even the furniture is 
modernistic—of copper tubing and red 
leather. 

The store is the first electrical appliance 
store in the country to have corkboard 
walls and ceiling. The cork has a spe- 
cial acoustical effect, absorbing sounds 
and making the long sales room ideally 
adapted for quiet conversations. Clatter- 
ing footsteps and echoes do not ring up 
and down the room to distract custom- 
ers’ attention. In addition, the cork- 
board provides insulation for air condi- 
tioning. 


(Please turn to page 37) 


Burnished copper frames the one huge plate glass in the 


store front of the new experimental store. 


Lettering in the 


name plate is red, while the polished “GE” disc is touched 
with white, 
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LEARNING THE HOUSEWIFE’S LANGUAGE 
The electrical dealers of Pasadena, California, are here shown learning how to 
cook on an electric range under the direction of Mrs. Theia Kammerer, home 


economist for the Southern California Edison Company. So enthusiastic 
did they become during the course of the school that a number of them whose 
wives had previously cooked by gas have had electric ranges installed in their 
own homes. Having sold themselves on electric cooking, they are now ready 
to go forth and meet the housewife on her own ground. Oven control, cook- 
ing speed and kitchen cleanliness are no longer mere words to them. 


Battle Creek 
Buys Ranges 


Battle Creek, Michigan, home of 
Kellogg’s and Postum and a sani- 
tarium, has a saturation point of 15.4 
per cent for electric ranges. 

In April, 1934, there were 3,126 
ranges in use in the Battle Creek dis- 
trict, according to the Consumers 
Power Company, utility operator. With 
20,300 meters in service, the percentage 
of electric ranges can easily be figured 
out. 

In the past year, Consumers Power 
Co. reports 550 electric ranges in- 
stalled. Over the last two years elec- 
trical dealers have been working 
quietly and intensely to educate house- 
wives to use of electric ranges. 

There’s a reason for all the range 
activity in Battle Creek. Intelligent 


nations, latest features. 


ROYAL 


LEADS THE WORLD FOR VALUE 
1935 Models Available This Fall 


A complete line of electric cleaners, air and revolv- 
ing brush types, ranging in price from $34.50 to 
$59.50. Atttractively styled, beautiful color combi- 
These ROYALS have eye 
appeal plus many years of excellent cleaning effi- 


ciency. They really are 1935 models in 1934. 


Royal Super Grand 
The Cleaner that has everything 
Special Features Include 


Wheels with Compo Bearings 


Royalette—Hand Cleaner 
Includes Sprayer for Demothing and 
Blower Tool - 


The Super Grand ROYAL 


Headlight—Two Speed Motor and 


ROYALETTE 


A. Special Combination Offer 
that Leads the World for Value. 
An Offer Your Customers are 


Looking For—One that Every 
Merchant Likes to Make. 


The ROYAL Distributor in your territory is at your 
service, or write us today and we will send you complete 
information about this attractive line, the Special Offer 


and merchandising plans that will sell ROYALS. 


Royal Culinaire 

Most Advanced Type Electric Mixer 
New Improved Beaters of Monel Metal 
New Beautiful Color Combinations 


The P. A. GEIER Company 


540 East 105th St. « « 
Continental Electric Co., Ltd., Toronto, Canada 


» Cleveland, Ohio 


i4 


promotion has stressed cleanliness and 
coolness in cooking, but Battle Creek 
has had a fairly high gas rate also, 
and while dealers have not taken direct 
advantage of that fact, they have made 
sales because the city has a low elec. 
tricity rate. 

In Battle Creek the gas rate runs 
25 cents per 100 cubic feet for the first 
300 feet and 10.7 cents for every hun- 
dred feet over that up to 34,700 cubic 
feet. Electricity, on the other hand, 
has a two-cent rate. It is stated that 
it is possible to operate a range and all 
electrical appliances at a saving rang- 
ing from 20 to 30 per cent to the cus- 
tomer. 

But that isn’t the only reason. Aid- 
ing the swing to electric ranges, the 
Consumers Power Company has pro- 
vided the services of a woman who, 
whenever any dealer sells an electric 
range, goes to that home and offers to 
make a complete oven dinner, explain- 
ing the range. 

Dealers appreciate that service, find- 
ing that housewives who have been 
properly instructed in how to run a 
range pass the word along to other 
housewives, who become prospects for 
range sales. The utility company 
demonstrator refers all prospects 
picked up in her home visits to the 
dealer whose range she is demonstrat- 
ing, thus permitting all dealers in the 
city to share in her services. 

The Hubbard Electric Company, 97 
West Michigan Avenue, is an example 
of a company who is doing a nice job 
on range sales. The company accounts 
for an average of one range sale a 
week (Electro-chef, Westinghouse, 
Waldorf). Max Huber, sales man- 
ager, reports range prospects coming 
in from the cooperation of the utility 
company and also from direct contact. 
If a salesman from the store sells a 
refrigerator (Crosley, Westinghouse), 
washer (Westinghouse) or radio 
(Philco, Crosley, Stromberg-Carlson ) 
the salesman makes a check on other 
electrical appliances in the home, and 
may suggest an electric range to re- 
place old stoves. Ranges help to fill 
out the season between refrigerator 
and radio sales, Huber said. 


War in Glendale 


Combating the range rental cam- 
paign inaugurated by the Glendale De- 
partment of Power and Light, the 
Southern California Gas Company has 
declared war in the form of a special 
offer on gas ranges. They allow: 

A 10% trade-in on old gas, wood or 
oil stoves. 

A 35% trade-in of the price of the 
new gas range on any active electric 
range replaced—five-sevenths of this 
to be borne by Gas Company, two 
sevenths by dealer. 

Carrying charge 4 of 1% of unpa: 
balance monthly. 

$1.50 minimum monthly payme: 
including carrying charge. 

Sixty months’ time. 

Contracts must cover sales of a gs 
range of $60 or more. 

Cash bonus of $15 to dealer upon 
sale of gas range to consumer who up 
to that time has been using rental e! 
tric range. 

The Glendale Department of Pov <r 
and Light is continuing its rental p' 1" 
which permits rental of equipment, 1° 
to exceed twelve months, with a fre 
wiring and special sales offer |°f 
ranges purchased. Their reply to (1¢ 
Gas Company is in the form of a news 
paper campaign,on the relative 
of gas and electric cooking methods. 
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Selling Washers in Danish 


State Street Hardware Co., Racine, Wis., 
has the advantage with foreign- 


tongue population 


SCAR WILDE built a charming 
O>.: around the difficulty a mother 


had in recognizing her little son after 
being separated from him until he was 
growl 


Some day, maybe, when plays are writ- 
ten about washing machines, a scribe will 
take the real life theme of Godfrey C. 
Nelson, who had no difficulty in recog- 
nizing the treasure of his boyhood after 
many years’ separation. As a boy in Den- 
mark amid the dog carts, the butter, and 
the busy life of the early nineteen 
hundreds, he realized that washing 
clothes was a pretty tough job for his 
mother. Somewhere he read of a ma- 
chine from faraway America that did 
the job. So he saved his kronen and 
that Christmas amid the “skols,” the 
lingenberries and the yulaque cake he 
presented her with the most gorgeous 
washing machine imaginable. It was the 
high moment of his boyhood. 

Time went by and 1913 found Godfrey 
Nelson in a grocery store in Racine, Wis- 
consin. The owner of the hardware firm 
on the corner had an opening. Godfrey’s 
old world experience had been with hard- 
ware so he took the job. 

There, on the morning that he opened 
up, he ran face-to-face with a Horton 
washing machine—the brand he had 
given his mother in 1902! 

Visitors to the State Street Hardware 
Company in Racine today should not be 
surprised to see that the place of honor 
has been given to Horton washing ma- 
chines. Godfrey C. Nelson and his part- 
ner, Sophus Jepsen, have sold twenty of 
them so far this year—four times as 
many as in 1933. 


How far a small store can go 


“We don’t have time to get out and sell 
washing machines the way some firms 
do,” says Mr. Nelson. “We get 20% 
down payment, plus 5% on the balance. 
That’s enough to make us miss a lot of 
sales but it helps us avoid a lot of grief 
that comes with the $1 down, $1 a week 
stuff. Here are our selling assets: 

1."The State Street store has carried 
the Horton 15 years. 

2. We are the only Danish speaking 
firm in Racine (you know how hard 
it is to describe thinggumbobs in 
English; think how tough it is for 
a foreigner ). 

3. We carry our own finance paper. 

4. We have had no service call in two 
years. 

5. We carry a full line of models, 
which makes shopping around un- 
necessary.” 

Leads are picked up mostly from store 
tratic. In April the firm rented a va- 
cant space up the street, and put on a 
three day show of its own for about $200 
cost, including advertising. John Pretz- 
laff Wholesale Hardware Company of 
Milwaukee helped, Sherwin - Williams 
had a man on deck demonstrating paints, 
there was a Horton exhibit. Midget 
radio prizes brought crowds, and quite a 
number of leads were piled up. In fact 
the show will be repeated this autumn. 


Opportunity knocked in 1932 


i¢ State Street store reveals the way 
ware firms are swinging into major 
appliance selling. 
1932 the firm fell into the hands of 
the Pretzlaff wholesale house, which 
Offered it to Nelson, then just a sales- 
ma “IT had about $4,500,” he said, 
and [ figured I might as well put it in 
the usiness as sit home and eat it up.” 
The stock was stripped and the books 
Were loaded. 

Nelson departmentalized the business, 


hard 
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putting Horton washers and Zenith radio 
up front, and taking on Coleman gaso- 
line ranges, Heatrola, and adding to his 
Sherwin-Williams paint department. He 
has collected $1,000 in back due debts, 
and believes another $1,500 will be good 
with better times. From a gross volume 
of $10,000 a year, he has built the store 
business up to $25,000, and only waits 
improvement in the nearby factories to 
do still better. 

Sophus Jepsen, who dashes out and 


“That's the picture of the washer that I gave my old 
mother back in Denmark,” says Godfrey Nelson. 


came into the picture when his next door 
clothing store job shut down. He says 
that the Danish people have mostly 
moved away from the neighborhood, but 


makes washing machine demonstrations, 


business goes on just as well, because 


“folks think the fact that we have handled 
Hortons fifteen years, and are so handy 
to give service if it ever is required, 
enough of a reason to cause them to give 
us their orders.” 


| 
NW) 


- PATRICK HENRY SAID IT 


J, The opportunity to make money in the oil bummer business is now greatly magnified 
by this complete Timken Silent Automatic line. With it you can meet every need 
for automatic heating, hot water service and air conditioning in the home. The 
Timken Silent Automatic Company, 174 Clark Avenue, Detroit, Michigan. 


COMPLETE LINE 


... including Oil Heating—Hot Water Service and Air Conditioning 


The Famous Timken Rotary, 
WALL-FLAME PRINCIPLE 


... A Feature of the Timken Convert- 
ing Oil Burner. One of the greatest 
engineering improvements ever made 
in automatic oil burners. Proved in thou- 
sands of homes. Places the flame where it 
belongs —close to the firebox walls a// 
the way around. Eliminates excessive 
heat-waste up the chimney. Steel flame 
rim uses low cost oil more effectively. 
Only one simple moving part. Nothing 
to get out of order. Nothingto make noise. 
So successful that Timken Experience 
has adopted it for the new Timken Oil 
boiler, Oilfurnace and Oilwaterheater. 


Thousands of America’s home-owners 
have proved the comfort, convenience 
and economy of the Timken Converting 
Oil Burner. Easily installed, it converts 
any serviceable steam, hot water, vapor 
or warm air heating plant into an auto- 
matic oil hgating system. Ends furnace 
room drudgery. Saves money in seven 
ways. Uses the patented Timken Rotary, 
Wall-Flame principle. 


Timken Air-Conditioning 
OILFURNACE 


Another 
great engi- 
neering tri- 
umph for 
Timken Ex- 
perience. A 
truly modern 
Warm Air 
Furnace and 
automatic oil 
burner in 
one. Heat generated from low cost fuel 
by the famous Timken Rotary, Wall- 
Flame Burner which is built into the 


.furnace. Maintains clean, healthfully 


humidified, circulating warm air in the 
winter months. Maintains air circula- 
tion in summer for comfortable days 
and restful nigkts. Beautiful as a piece 
of modern enameled furniture. Modern 
as today’s motor cars. 


New Timken 
OILWATERHEATER 


(Soon to be announced) 


Timken Experience will soon announce 
a new and improved automatic Timken 
OILWATERHEATER. It is built around 
a powerful little brother of the famous 
Timken Rotary, Wall-Flame Oil Burner. 
Timken Experience has designed and 
engineered this new heaterto decisively 
reduce the present high cost of hot water 
in homes and many small businesses. 
It will supply abundant hot water, both 
winter and summer, at an amazingly 
low cost. A big market will open up 
for this popular priced and econom- 
ically operating unit. 


The completely automatic 
TIMKEN OILBOILER 


and hot water service. 

The last word in a com- eae | 
plete, modern, auto- 
matic steam or hot water 
heating plant. A heavi- 
ly insulated boiler of lat- 
est type and the Timken 
Rotary, Wall-Flame Oil 
Burnercombined. Auto- 
matically warms your 
rooms and supplies year 
‘round hot water. Saves 
40%to50%on fuel, pres- 
ent cost of heating and 
hot water considered. Four sizes. 


Timken’s Modern 
PRESSURE-TYPE 
Oil Burner 


The very latest development of the Pres- 
sure-Type oil burner by Timken’s expe- 
rienced oil-burner engineers. A marvel 
of mechanical simplicity. Nothing to get 
out of order. Surprisingly quiet. Burns 
cheaper fuel oils efficiently. Further 
proof that— “If it’s a Timkenit'sa leader.” 


_ Write for New Booklet “TRUE STORIES of Timken Heating Economy and Benefits’’ 
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Quiet MAY PRESENTS 
The Cmazing New 


Quiet MAY 


DUAL FUNCTION — (1) COMFORT HEAT (2) YEAR "ROUND, TANKLESS DOMESTIC HOT WATER 


* MODERN! * EFFICIENT! * COMPACT! 
DESIGNED AND BUILT FROM WEALTH OF EXPERIENCE. 
MODERATELY PRICED--EASY TO SELL! 


If you are interested in becoming a Quitt MAY dealer 

or in adding this amazing Quitt MAY Oil Furnace to 

your present line, a letter signed by principals will 
open negotiations. 
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NEW BUSINESS DIVISION 
MAY OIL BURNER CORPORATION 
BALTIMORE, MARYLAND 


FURNACE 


Real Property Survey Shows 
Heating Systems Used 
In 60 U.S. Cities 


NE of the most valuable surveys to 

the oil burner industry has just been 
completed by the federal government. It 
is called the Real Property Inventory 
Survey and was made under the direction 
of Willard L. Thorp, director of the 
Bureau of Foreign and Domestic Com- 
merce. D. FE. Casey was project chief 
of the work which was financed by funds 
from the Civil Works Administration. 

The main object of the survey was to 
ascertain, through the medium of per- 
sonal contacts with door-to-door enumer- 
ators, the sanitary, heating, refrigerat- 
ing, lighting and cooking facilities and 
the physical condition of horses in some 
69 cities throughout the country. The 
data assembled is to be used as a basis 
on which the building and allied trades 
may make plans for renewed activity. 

The survey is especially valuable at 
the present time due to the government's 
proposed work, starting August 15, with 
the Federal Housing Administration and 
the modernization campaign which is 
expected to unleash hundreds of millions 
of dollars in private capital. 

To the oil burner industry, the survey 
comes at a time when data on saturation 
of burners, types of heating equipment 
in use and figures on the potential re- 
placement market for domestic heating 
systems is all too inadequate. Among 
other useful information, the data re- 
veals the number and type of structures 
and dwelling units, whether single, two- 


family or apartment houses in eac): city 
the age of the structures, conditio: , m, 
terials used, garages, number of familie: 
occupying, duration of 
whether owned or rented and the amount 
of the rental. The property value i. ex 
mated, the dwelling units by num)er 
rooms broken down and complet: 


on plumbing conditions in each us 
enumerated. 
The heating conditions are hroke 


down under hot air furnace, stea: 
vapor, hot water, heating stove, othe; 
mediums and none. The heating svster 
are further broken down to show t 
fuel used whether coal, wood, gas, 
or other. Of interest in the heating 
nection, too, is the data on water— 
whether any heating system for water is 
employed or not. 

The table, reproduced on this page, 
broken down to summarize this data 
heating conditions and type of fuel us 
Included in the survey are 56 cities 

It will be seen from the study that 
the number of dwellings wired for elec- 
trictiy are relatively high, running 
most cases between 90 and 95 per cent 
of the total. Less than 50 per cent, and 
running as low as 35 per cent in son 
cases, owned their own homes of the 
total number of dwelling units surveyed 

When it comes to the type of fuel 
used for heating, the results varied wide) 
with the section of the country. In th: 
west south central region and the west 


HEATING SYSTEMS IN 60 CITIES 


Total Number Dwelling 
Number Wired Units Oc- 
Dwelling Dwelling cupied by —Fuel Used for Heating _ 
vu Unit Owner Coal Wood Gas ou 
New England 
Portland, Me 19,689 18.858 5.915 15.916 357 62 2.109 
Burlington, Vt 6.618 6,465 2,599 4,603 395 7 1.160 
Nashua, N. H 7,969 7,595 2.868 3,868 1,179 42 1.657 
Waterbury, Conn 30,304 29.409 10,882 19,206 953 59 2.000 
64,580 62,327 22,264 43,593 2,884 170 6.926 
Middle Atlantic 
Binghamton, N. Y 32,409 31.660 14,650 31,118 389 298 629 
Erie, Pa 33,179 32,424 14,481 27,618 420 1,280 239 
Trenton, N. J 42,809 39,863 21,366 40,280 544 83 1.597 
Williamsport, Pa 12,141 11,297 5,226 11,748 40 73 225 
120,538 115,244 55,723 110,764 1,393 1.644 2.6% 
East North Central 
Decatur, Ill 16,407 15,164 7,205 15,888 29 226 151 
Kenosha, Wisc 13,843 13.398 6,787 13,388 16 4 363 
Lansing, Mich 20,815 20,458 9.347 20,253 16 45 346 
Racine, Wisc 20,253 19,489 10,028 19,248 105 3 758 
Zanesville, Ohio 10,678 9.462 9.80 809 
81,996 77,971 38,386 78,579 167 1,126 1.619 
West North Central 
Des Moines, lowa 44,858 42,594 20,173 41,636 141 2.142 
Fargo, N. D 7.467 7.276 2,733 6.441 4) 
Sioux Falls, 8. D 9,240 9,028 4,008 7,882 101 473 
Lincoln, Neb 23.242 22.550 10.670 16,943 717 2,903 2.37 
Springfield. Mo 16. 13,880 7.414 9,689 4.944 508 
St. Joseph, Mo 19,932 18,350 7,778 16,765 327 1,591 1.100 
Topel:a, Kansas 19,092 18,079 9.148 11,846 1,716 5,114 239 
Wichita, Kansas 34,056 31,913 13,870 14,667 2.619 15,830 058 
174,087 163,670 75,794 125,869 10,606 27,711 8.489 
South Atlantic 
Jacksonville, Fla 42,522 38,349 11,757 9,678 28,110 749 62! 
Asheville, N.C 12,584 10,139 3,498 12,306 1 1 43 
Charleston, 8. C 17.911 8.926 3,324 4,761 10,519 276 576 
Columbia, 8. C 12,188 7,882 3.577 8,036 3,801 0 8! 
Frederick, Md 3.785 3,321 1,609 3,644 91 0 38 
Greensboro, N.C 12,061 9.977 3.457 11,534 374 o4 
Hagerstown. Md. 14 7.706 2,687 8 207 
Richmond. Va 54.957 43,697 19,987 48,763 4,645 34 217 
Wheeling, W. Va 44.656 36,834 19,259 36,663 69 7,196 25 
208,813 166,831 69,155 143,287 47,800 8,276 872 
East South Central 
Jackson, Miss 11,422 7,307 3,590 2,456 2,841 6,108 
Knoxville, Tenn 32,275 22,161 12,120 30.117 1,910 5 
Paducah, Ky 9,029 6,169 3,031 8,829 55 1 
52.726 35,637 18,741 41,402 4,806 6,115 2 
West South Central 
Baton Rouge, La 692 5.379 2,396 1,738 1,670 3,598 ol 
Oklahoma City, Okla 49,714 43,155 18.270 3,039 3,9 41,968 04 
Dallas, Texas 83.628 70,972 28,578 953 17,719 64.448 77 
Austin, Texas 14.407 11,321 6,167 237 5.512 30 i) 
Little Rock, Ark 27,792 20,089 10,286 514 9,902 17.156 3 
Wichita Falls, Texas 10.772 8,968 433 20 1,400 9,050 7 
Shreveport, La 21,872 15,691 7,033 36 1,371 20,264 ! 
215,877 175.575 76,163 6,537 41,524 164,914 
Mountain 
Albuquerque, N. Mex 7,820 6,865 3.193 5,631 478 1,592 0 
Boise, Idaho 6.477 6,262 2,912 5.781 3 04 
Butte, Mont 10,727 10,540 4,084 7,290 180 2,969 24 
Casper, Wyo 5,619 5,108 1,865 2,470 32 2,955 2 
Phoenix. Ariz 14,392 13,182 4,090 5.022 6,794 442 6? 
Pueblo. Culo 12,723 11,539 5,906 11,915 75 518 9 
Reno, Nev 6,194 5.953 2.395 3,851 1,060 3 
Santa Fe, N. Mex. 2,720 2,031 1,225 94) 944 819 , 
66,672 61,480 25,670 42,90! 9,929 9,300 
Pacific 
Sacramento, Calif 36,505 35,144 16.454 2,528 19,345 12,424 26 
San Diego, Calif 63,695 62,180 24.799 590 22.442 29,058 38 
100, 200 97,324 41,253 3,118 41.787 41,482 04 
166.872 158,804 66,923 46.019 51.716 50,782 4 
1,085,489 956,059 423,149 596.050 160.896 260,738 2s 925 
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2.6% 


Burners 


n central, for instance, gas house 
he ¢ far outnumbered dwellings em- 
pl og some other form of fuel. The 


fe. -s for all 56 cities totalled are as 


al number of dwelling units: 1,085,- 
48 total number wired dwelling units, 
gs: 59; total number dwelling units oc- 
cur | by owner, 423,149; total dwelling 
un using coal for heating, 596,050; 
tot. dwelling units using wood, 160,896; 
tot. dwelling units using gas for house 
hea ing, 260,738; total number of dwell- 
ino units using oil for heating, 28,625, 
a ¢ercentage to the total wired homes 
surceyed of 2.99 per cent. This is fairly 


close to the estimate of the American Oil 
Burner Association which gives a figure 
of 3.7 per cent as the national saturation 
figure on oil burners. 

It still leaves one fact perfectly plain: 
The oil burner industry is in its infancy 
and has all of its future before it. 

Complete reports on individual cities 
are available for dealers and distributors 
wishing to check up on the housing and 
heating conditions of their own locality. 
Write the Bureau of Foreign & Domestic 
Commerce, Department of Commerce, 
Washington, D. C. Willard L. Thorp is 
director. And the survey is called the 
Real Property Inventory. 


AOBA Attack on Gas House 
Heating Shifts to Baltimore 


the successful negotia- 
tions of the American Oil Burner 
Association and the Boston Oil Burner 
Associates in arriving at an agreement 
with the consolidated Gas Company of 
Boston, concerning an unfair competitive 
situation in regard to promotion of gas 
house heating, the representatives of the 
oil burner industry have shifted the attack 
to another sore spot—Baltimore. 

Negotiations are now under way with 
members of the Maryland Oil Burner As- 
sociation and the American Oil Burner 
Association to effect a similar agreement 
with the Gas & Electric Company of 
Baltimore. At the latest report, accord- 
ing to A. W. Clark, managing secretary 
of the Association’s Dealer Division, a 
deadlock existed, the Baltimore gas com- 
pany refusing to make any concessions 
such as were obtained in Boston. A simi- 
lar impasse had been arrived at in the 
Boston negotiations, Mr. Clarke said, but 
the oil burner kept up the fight until an 
agreement was reached, 

The Boston negotiations, instigated by 
R. M. Sherman, president of the AOBA, 
were brought to a mutual agreement on 
the basis that the following terms and 
conditions would apply on all proposals 
submitted by the gas company with re- 
spect to the sale of domestic house heat- 
ing equipment: 


a. The down payment on all contracts 
shall not be less than 10% of the con- 
tract price. 

b. Monthly payments on the unpaid 
balance of contract shall not extend be- 
yond 24 months. 

c. The financing charge of not less than 
4 of 1% per month will be made on the 
unpaid balance of all time-payment con- 
tracts. 

d. Proposals submitted prior to June 
15, 1934, shall be subject to the terms and 
conditions of sale in effect at the time 
the proposal was drawn, provided accept- 
ance of same is made on or before Aug- 
ust 15, 1934. 

e. Requests for estimates received on 
or before June 15, shall be subject to the 
terms and conditions of sale in effect at 
the time the request was made, provided 
the proposal is submitted to the customer 
on or before June 30, 1934 and accept- 
ance is made prior to September 1, 1934. 

Previously, the Boston Consolidated 
Gas Company in marketing gas-heating 
equipment had offered equipment without 
down payment and on 10-year terms. It 
was against this competitive situation the 
Boston Oil Burner Associates complained 
and requested the assistance of the 
AOBA. It is expected that the burner 
men’s efforts will be shifted to Chicago 
within the near future. 


Oil Heating Institute 
To Be Reorganized 


HE Board of Directors of the Ameri- 

can Oil Burner Association, at its 
quarterly meeting in Chicago, July 10, 
discussed and took action on a special 
committee report recommending the re- 
organization of the Oil Heating Institute. 

‘heir report to the manufacturers was 
as follows: 

The Manufacturers Conference on 
Ju'y 9, 1934 unanimously voted that a 
Special Committee submit to the Board 
ot Directors of the AOBA recommenda- 
tons for the reorganization of the Oil 
Hating Institute to carry out original 
P\ pose of that organization. 

Ve therefore recommend that: 

A permanent committee immediately 
appointed by the Board of Directors 
the AOBA from members of industry 
spective of Association membership to 

‘ Tganize the Oil Heating Institute as 
mmmended by the Manufacturers Con- 
ence, 

’. That the Board of Directors of the 

\ BA authorize said committee to uti- 
© facilities of AOBA until such times 
funds are available. 

3. That following sources for funds be 
roughly canvassed on basis outlined 
follows : 


(a) Power Burner Manufacturer 
$2.00 per burner 
(b) Range Burner Manufacturer 
$.20 per burner 
(c) Oil Companies 
Amount by agreement 
(d) Control, Manufacturers 
Amount by percent agreement 
(e) Installation Accessory Equip- 
ment Manufacturers 
Amount by agreement 

4. That the committee be instructed to 
promote a closer cooperative spirit with 
the petroleum industry. 

5. That the committee be reimbursed 
for actual out-of-pocket expense such as 
travelling etc. Or expended on actual 
committee work when, as and if funds 
are available.” 

The following motion was carried after 
a discussion: “That the report of the 
Special Committee appointed by the manu- 
facturers’ conference be adopted and that 
the President appoint a committee to-carry 
out its provisions.” 

President Sherman appointed the fol- 
lowing Special Oil Heating Institute 
Committee: A. J. Fleischmann, Chair- 
main; R. S. Bohn, F. H. Dewey, J. J. 
Donovan, S. C. Hope. 
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Turn Prospects Into 
Orders With Wayne's } 
Coalitosis Campaign! 


features 


Nn 
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Women just can't pass this exciting new Estate, on your floor or 
in your window. For every one of the fifteen Estate features is a 
persuasive salesman. Then when you step up and tell a woman how 
little this modern Estate costs, you can start getting out your order 
book. That’s not just bragging, either . . . 
doing a sweet business on these new Estate Electric Ranges right 
now. Write for catalogue and details. The Estate Stove Company, 
Hamilton, Ohio. 


MAKE THESE 


w 


. Balanced Oven Heat. Ex- 
tra capacity—16"x20"x13". 
. Combined Oven Switch 
and Heat Control; set 
the temperature, turn on 
the heat, in one operation. 


Time-Estate Time Con- 
trol. Completely auto- 
matic operation of oven 

convenience outlet. 


. Separate 


Broiler 
2000-watt unit. 


Drawer - Type 
Compartment ; 


5. 


9. 


scores of dealers are am 


15 SALESMEN SELL FOR YOU 


Smokeless, double-searing 
broiler pan, raised or 
lowered by handle in 
front panel of drawer. 


. High-Speed Cooking-Top 
Units. 


Eight- quart Insulated 


Unility er. 


Two big, -slidin 
Urensil 


BUILT-IN RADIO. 


10. 


Four-piece condiment set 
and ife sharpener. 


. Recipe card file with 


complete set of recipes. 


. Utilicoaster in mantel 
back. 


. Cooking-top lamp. 
. Adjustable legs, to pro- 


vide convenient cooking- 


top height. 

. Owner's am in 
chromium letters on man- 
tel back. 


THE ESTATE STOVE COMPANY, HAMILTON, OHIO 


Warehouse stocks in New York, Boston, New Orleans, Dallas, Minneapolis, 
San Francisco, Los Angeles, Portland (Ore.) 


AYNE Dealers enjoy a con- 
stant flow of live prospects 
developed by the Wayne Coalitosis 
Campaign. Ten powerful folders 
pave the way. Then the Coalitosis 
Evidence Book shocks prospects in- 
to action! You have more pros- 
pects, more quick sales when you 
are selling Wayne Oil Burners. 
Write today for information about 
this powerful sales campaign that 
will increase your prestige and 


profit. 


Wayne Oil Burner Corp. 


701 Glasgow Ave., Fort Wayne, Ind. 


17 


ma 
est 
Ous 
tha 1 = 
‘ 
ak: 
~ 
2,142 
ow Uf 
| 
® 
— 
2.872 le - 
5 “@ 
26 A he 
= 
WAYNE 
o4 
4 THE WORLDS FINEST OIL BURNER F 
1934 


Dress 


Sho 


{EN Marcella O’Brien left 
Marshall Field's to open her 
chromium plated Chez Julie 
dress shop on Lake Shore Drive, her 
greatest capital was an idea. Ask to see 
a gown in the window, and out sweeps 
Marcella carrying, not only the dress— 
but shoes, hat, gloves and costume 
jewelry to harmonize! 
rhat is ensemble selling. Marcella has 
come through the depression chiefly be- 
cause of her ability to recognize that a 
customer in a dress buying mood has her 
pores wide open for everything that goes 
with it. 


Why Not Sell Everything 


Hints are beginning to appear on the 
horizon that the appliance field is awaken- 
ing. to the fact that its customers are 


by Tom F. Blackburn 


equally open minded when they go shop- 
ping. A washing machine prospect pos- 
sibly has only one clear thought. She 
says to herself, “I believe I can save 
money by doing the family laundry my- 
self.” Like the bulk of washer buyers in 
the last few years, she is starting her 
laundry from scratch, save for a few 
odds and ends. She is laundry minded, 
not washer minded, and here are a few 
of the things she needs, and can be sold: 
Clothes line, clothes wire, water hose, 
clothes rack, irons (2), ironing board 
cover, rinse tubs, washboard, clothes 
pins, clothes basket, clothes hamper, non- 


skid casters for washer, ironing board, 
‘laundry stick, rubber mat. 

Sixteen items, and eight out of a 
dozen appliance dealers can only supply 
two of them! Department stores have 
to refer customers to other divisions. No 
wonder the ten cent stores are crowded. 

Says E. L. Burch of the Burch Ap- 
pliance Company, Chicago, “There’s no 
need to give these things away as 
premiums, either. Mark them plainly 
with prices, and the customer will fall 
in line.” 

One of the outstanding demonstrations 
of how associated merchandise sells 


B. ALTMAN & CO. 


have word for 


itself is that of the Walker Company, 
houseware store in Oak Park, Ill. When 
Lester R. Walker left the old Nichols 
Company in 1929, to found his store, he 
foresaw the ebb of building, and chose 
to feature housewares, start a com- 
munity store. At a cost of $200 a series 
of 5’x8’ booths were constructed last 
January, wall papered, and furnished 
with groups of items that harmonized. 


Oak Park Proves Its Worth 


“Get a high priced lamp in a beautiful 
setting—and away from a row of other 
lamps—and it sells itself,” Mrs. Edith 
M. Andreasen (nee Egeberg) declares. 
“We have noticed that people will buy a 
lamp stand as well as a lamp, or an easy 
chair simply because it is so inviting in 
the display.” 


The Washer Buyer is Laundry-Minded and 


Walker Company sales increased 10% when sold in 
ensemble groupings, Mrs. Edith M. Andreasen declares. . 


Women are | dry minded 


not 
E. L. Burch of Chicago. They will buy the extras. 


says 
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ENSEMBLE SELLING of associated items 
is taking hold in 
appliance field 


UT 
if 


4 if 
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LAZARNICK 


Here are a Few Things She Needs and Can be Sold 


_On the other hand, Mrs. Andreasen 
tound that the reverse conditions af- 
tected her washer and ironer sales. For- 
merly in the basement, close to the small 
items that are used in laundry work, she 
sold a great many of them. Today, up- 
stairs, away from these items, her sales 
on them have dropped, simply because it 
IS not handy for customers to go to the 
base ment. 

“We believe that ensemble grouping 
of housewares have jumped our sales at 
least 10%—and not under the best busi- 
ness conditions at that,” concludes Mrs. 
Andreasen. “We get away from price 
comparisons and into the realm of good 
taste through this method.” 


It Applies to Refrigeration 


\ithough the Walker Company has no 
model kitchen or laundry in which to 
display goods, examples of this kind are 
no! lacking. The Minnich Electric Co.. 
Keyser, West Virginia, put a General 
Electric kitchen in a town of 6,248, and 
while they didn’t sell complete kitchens, 


nevertheless the sale of items associated 
with kitchens took a leap when displayed 
in natural surroundings. Dishwashers, 
for example, were found to move bigger 
sized refrigerators when placed alongside 
of them. 

As Editor George Wilcock of Kel- 
vinator’s Cold Facts points out, the same 
principle boosts the sale of products allied 
to electrical refrigerators. Some of the 
items needed in the use of refrigerators 
are: Rubber trays, odor blocks, turn- 
tables, thermometers, vegetable pans, 
water jugs, linoleum, covered dishes, 
glass rolling pins. 

Just as salt, pepper, flour and sugar 
cellars were found to be indispensable 
with ranges, and wanted by every buyer, 
so are the adjuncts of electrical re- 
frigerators naturals in the mind of the 
prospect. 

The dealer who capitalizes on linoleum 
does so because he realizes that a new 
refrigerator makes the whole kitchen look 
shabby. With the family in a buying 
mood, it is a logical time to toss down 
an attractive swatch before the refrig- 
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erator, and say, “Would you like to have 
some new linoleum on the floor before 
the refrigerator is installed?” 


Window Ensembles 


It was the sales manager of a large 
washing machine manufacturer who first 
called the attention of Electrical Mer- 
chandising to the fact that both dealers 
and manufacturers of products allied to 
appliances were asleep at the switch. 
“We made our discovery through our 
work with hardware stores,” he said. 
“Owners did not want to put washers in 
window displays, because as hardware 
men they were used only to selling and 
displaying small items, and didn’t want 
to devote the display space to one article. 
We hit upon the thought of building a 
washing machiné ensemble in the win- 
dow, which would also display a lot of 
small stuff. To our surprise, and the 
dealer’s, the small allied stuff invariably 
went like hot cakes, much better than 
when kept off on counters alone.” 


So fully does W. H. Egan of the L. 


Fish Furniture Stores, Chicago, realize 
the laundry mindedness of the prospect 
that he has advertised repeatedly a group 
of allied household articles with washers. 
In his case the merchandise is used as 
premiums, but the fact that the advertise- 
ments pull prove that it is something that 
women want. As a matter of record, it 
may be interesting to note that Egan 
gives a 6 lb. iron, folding ironing board, 
pad, cover, willow clothes basket, 10 
packages of Rinso, carton of clothes pins 
and a 50 foot clothes line. 

Down in Kansas City Montgomery 
Ward stores are offering a home laundry 
deal, including with the washer 50 ft. 
clothes wire, 2 roller tubs, 4 boxes soap 
chips, ironing board and pad, and 4 boxes 
clothes pins. 

To repeat, the signs of this trend’s 
coming may be no more than a cloud on 
the horizon, the size of a man’s hand as 
the good book would put it, but it’s 
there, and growing. Ensemble selling 
appears to be on its way in and maybe the 
smart thing to do is to find out how to 
make it pay a good profit. 


. 
| — 


Announcing 


Gears in the G-E Washers 

are so perfect in tolerance 

that the machine is as silent 
as a kitten’s purr. 


Generat Evecrric has scored another knockout! 
You'll say so yourself when you see this new and com- 
plete line of General Electric home laundry equipment. 
And so will your customers as they admire these 
new and revolutionary washers and ironers—designed, 
engineered and guaranteed by General Electric. 


Modern in their design, these new G-E Washers and 


Ironers have style and | 
mend them. 

The marvelous work thas 
speedily, so econonnically. 


They are simple in oper 


long-lived . . Every moj 
h.p. General Electric » 
oiling. All have easy rolling 


tor there are 
the General 


permanently lubricated. 


GENERAL ELECTRIC WASHER —-MODEL AW-21—1 Capacity 6 lbs. 
14'% gallons of water. 2—One Control Wringer, applies and releases pres 
sure; starts and stops rolls and directs drainboard. Can be taken apart for 


cleaning. 3—Equipped with G-E Activator, washes clothes as individual 


pieces. 4—Mechanism has only 4 moving parts. 5—Tub finished in porcelain 
enamel inside and out. 6—Gravity drain hose—standard equipment. 7—G-E 

tor permanently lubricated. No oiling required. 8—8'% ft. all-rubber water- 
proof cord with rubber plug. F.asy rolung rubber composition Casters. 
10—Skirt conceals all mechanism—adds to streamline appearance. 


NO OILING! The mechanism of the 
new General Electric Washer is simple 
only 4 moving parts and 
Electric 4 h.p. motor is 
permanently lubricated—no oiling! 

hardened steel cut gears are pertect 
in tolerance machine is practically 
noiseless. And the wringer gears are also 


ONE-CONTROL WRINGER! 
Only one control instead of the usual 
four or five—it starts and stops the 
rolls; applies and releases pressure; 
directs the drainboard; offsets the up 
per roll for easier feeding of clothes 
and on the De Luxe style the drain 
board folds up when not in use pro- 
tecting the rolls from dirt and dust. 


GENERAL ELECTRIC WASHER—MODEL AW-22—1 —Capacity 7 lbs. 
of dry clothes, 16 gallons of water. 2—Equipped with direct drive impeller- 
type pump—empties tub in about 2 minutes. 3—One Control Wringer, ap- 
plies and releases pressure; starts and stops rolls and directs drainboard. 
4+—Equipped with G-E Activator. 5—Mechanism has only 4 moving parts 
almost noiseless. 6—Tub finished in porcelain enamel inside and out. 7—Motor 
permanently lubricated. 8—8%% ft. all-rubber waterproof cord with rubber 
plug. 9—Easy-rolling rubber composition casters. 10—Skirt conceals all 
mechanism. 11—Pump control conveniently placed in skirt. 


GENERAL ELECTRIC WASHER-——-MODEL 2-G—1—G-E Activator as- 


s $ positive, vet gentic washing act on. 2 Motor never needs oiling. 3 Bluc 


porcelain ena 1 cub with splash rim that adds rigidity and prevents wet 
floors. 4—8 lb. capacity. §—Conical shaped super spin-basket damp dries all 
laundry, even feather 7 ws and blankets. 6 Control panel and Starting 
switch conveniently located. 7—Friction drive, impeller-type pump. 


GENERAL ELECTRIC WASH 


17% gallons of water. 2—De! 


releases pressure; starts and st 


folds up when not in use covering 
Activator. 5—Equipped with g 
slightly higher cost). 6—Tub 


splash rim guards against spillir 
cated. 9— Mechanism has only 4 
conceals all mechanism. 


GENERAL ELECTRIC WASHER-—-MODEL 3-G—1—Washes each piece 
individually. 2—Has porcelain enamel tub inside and outside—seated in 
rubber insulation to prevent vibration and noise. 3—Super spin-basket has 
smooth finish—protects clothes and hands. 4—Friction drive, impeller-type 
pump empties tub in about 2 minutes. 5—Spin-basket cover acts as drain- 


board between washer and set tub. 6—Motor never needs oiling. 
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Electric designed 


nd } d color to recom- (sized to different models). All Washers have 8% ft. 

all-rubber waterproof cord with rubber plug (approved 
so etiurtlessly, so by Underwriters). And, of course, a// feature the famous the Rockies. 
Ai General Electric Activator—an exclusive G-E selling 


thay 
ally, demon ated. 
feature! 
Opera. sturd: y built... 
Mode complet !y silenced 


olling casters too, in the leading national magazines. 


They offer you a range of models appealing to every 
Tic ngmMotors ncver require individual need and purse. Impressively advertised, 


Suggested Eastern List Prices are from $49.50 
to $149.50. All prices are slightly higher west of 


Dealers: Write J. M. Wicht, Manager, Home Laun- 


dry Equipment Sales, General Electric Company, 


Merchandise Dept., Bridgeport, Conn. for full details 
of the new G-E Home Laundry equipment line and 


for cooperative sales and advertising plans. 


SMARTEST LOOKING WASH- 
ERS MADE! General Electric has 
brought the foremost design of fine 
modern furniture into these new 
washers. All moving parts are com 
pletely covered to smother sound. 
When these General Electric Washers 
are not in use they make a useful util- 
ity shelf. 


AW-23—1—Capacity 8 Ibs. 
De One Control Wringer, applies and 
nd st irects drainboard. 3—Drainboard 
ptecting rolls. 4—Has famous G-E 
n hose. (Equipped with pump at 
ain inside and out. 7—Special 
floor. 8—Motor permanently lubri- 
practically noiseless. 10—Skirt 


omposition casters. 


TEMPERATURE CONTROL! 
The new temperature indicator on the 
General Electric De Luxe Model tells 
the exact temperature of the suds. 
Thermostats tell when the water is just 
right for (1) woolens (2) silks (3) linens 
(4) cottons. This is a new General 
Electric feature. No other line of 
washers has this indicator. 


FOOT CONTROL! For many years 
housewives have been troubled with 
intricate controls. The new General 
Electric foot Control requires no stoop- 
ing to start or stop the motor. Or to 
pump out dirty water. For this is all 
managed by a touch of the foot on the 
pedal. General Electric is first to offer 
this complete simplified foot control. 


GENERAL ELECTRIC WASHER- -MODEL AW-24—1— Designed in new 
modern lines by Lurelle Guild, world-famous designer. 2—Has 9 Ib. capacity, 
18 gallons of water. 3—Features famous G-E Activator. 4—De Luxe one control 
Wringer—applies and releases pressure; starts and stops rolls and directs 
drainboard. 5—Drainboard folds up when not in use covering and protecting 
wringer rolls. 6—Equipped with friction drive, impeller-type pump—empties 
tub in about 2 minutes. 7—Foot pedals for starting and stopping activator 
and pump. 8—Steel Cabinet casing covers wash tub and wringer housing 
and shaft. 9—Washer tub black porcelain enamel inside and outside. 


to buy’’ 


ith Washers that are silent 
€qual!«d, 


GENERAL ELECTRIC WASHER--MODEL AW-25—De Luxe square 
cabinet unit, designed by Ray Patten, well-known commercial designer. 1—9 |b. 
capacity—18 gallons water. 2—Starting switch panel and temperature indi- 
cator—shows correct temperature of water for silks, woolens, cottons. 3 
De Luxe One Control wringer applies and releases pressure ; starts and stops 
rolls and directs drainboard. 4—Drainboard folds up when not in use, 
covering and protecting rolls. 5—Equipped with friction drive, impeller-type 
pump. 6—Equipped with famous General Electric Activator. 7—Foot pedals 
for starting and stopping activator and pump. 


PORTABLE FLATPLATE IRONER—MODEL AF-5—1—A small portable 
flatplate ironer especially designed for small homes and apartments. 2—Weighs 
only 28 lbs. 3—Has 263 sq. inches of ironing surface. 4—Exerts 300 Ibs. of 
pressure. 5.—2 Calrod heating units supply heat to ironing shoe. 6—Features 
temperature indicator, aluminum shoe, moisture trap, inclined ironing buck, 
pin or sponge tray, 814 ft., 10,000 cycle heater cord. 


AUTOMATIC FLATPLATE IRONER—MODEL AF-10—1—Aluminum 
shoe. 2—Has 300 sq. inches of ironing surface, equivalent to 14 flat irons. 
3—Has pressure of 350 to 400 lbs. —3 Calrod heating units—2 thermostats. 
4—Operated by new principle the G-E Thrustor. 5—Pressed steel table with 
folding side leaves and lap board. 6—Utility table top at slight additional 
cost. 7—Equipped with special Ruffle Iron for ironing small garments and ruffles, 
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Putting humidity into terms of a 
goldfish bowl of water, the Weather 
Bureau chief shows Mrs. Gregg how 
much moisture there is in a normal 
home. The water in the bowl was 
extracted from the Frigidaire air- 
conditioned house at the World's 
Fair in a single hour. The globe at 
the left contains the dirt extracted 
from the air in a week. 


AS YOU LIKE IT—From all 
climates come these visitors 
who were guests of Frigidaire 
when it dedicated its air-condi- 
tioned house at A Century of 
Progress in Chicago. They 
learned that comfortable cli- 
mate is possible under the blaz- 
ing Sahara sun just as it is in 
New England. Mr. Gregg and 
Rufus C. Dawes, with repre- 
sentatives from the varying 
climates of the earth. 


MR. GREGC is shown read- 
ing a sling psychrometer, 
which registers both tempera- 
ture and humidity, comparing 
it with the reading of a baro- 
graph on the table. 


UBLICITY men’s stunts are usu- 

ally interesting and sometimes 
productive. Both interesting and pro- 
ductive was the stunt engineered by 
Jim Irwin, Frigidaire publicity chief, 
when he induced Willis R. Gregg, 
chief, United States Weather Bureau, 
Washington, to make a speech on air 
conditioning at the opening of the 
Frigidaire air conditioned house at the 
Century of Progress. 

The weatherman is one of the few 
figures whose remarks interest every- 
body, and on this occasion Mr. Gregg, 
while not talking about the weather 


FAIR AND FINE—So said Willis R. Gregg, chief of 
the United States Weather Bureau and THE Weather 
Man, as he dedicated the Frigidaire air-conditioned 
house at A Century of Progress, Chicago. Mr. Gregg 
is shown “on the air” over a national network of 
more than 50 NBC stations. At his side is Rufus C. 
Dawes, president of the big Chicago exposition. 


as we know it, attracted an immense 
amount of interest by talking about 
the weather as it will be when air 
conditioning in our homes and offices 
widely becomes a reality. 

“Climate undoubtedly has deter 
mined where the cities and centers of 
our highest culture and_ civilization 
have been located,” the United States 
weather man said “so it is not beyond 
the realm of comprehension to wonder 
if the development of air conditioning 
may not cause a redesigning of the 
economic map of the world. 

“The energetic, hard hitting tactics 
of the northener who works hard and 
plays hard because the climate in which 
he lives inspires and invigorates him to 
greater activity, has had much to do 
with the development in our northern 
states of giant industries and other 
activities. These in turn have brought 
about a centralization of buying power 

“Is it expecting too much to predict 
that air conditioning of the working 
quarters, homes and other buildings 
occupied by residents in the hotter and 
more humid areas of the earth miay 
cause new activity in those parts t/a! 
will open up to use natural resources 
beyond our imagination? 

“Or that the developments mile 
possible by helping men to work in 
strength sapping climes will take «p 
the employment slack and open 1° 
channels of buying power? I dv iit 
think so. 

“Ever since the dawn of hist: 
man has sought to control the weat! ¢r 
He has succeeded so far as the indo ‘ts 
is concerned and now it is possible oF 
one to have his indoor weather as, w! °" 
and how he wants it.” 
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Clerk or Salesman 


”- CONTINUED FROM PAGE 7 


ah vt your product. If you are with the 
wrong company or handling the wrong 


' ict, you can expect to fight against a 
flo. of hard-to-handle objections aroused 
by \our competitors. 

sn’t a good practise to become “com- 
pe: ‘or conscious” so far as what they are 


of ing the public is concerned, for, if 
you are positioned right, you can outsell 
th But keep alert to what they are 
saying about you. Unless you have some 
det vite advantage over them they won't 
give you a tumble. Every time competi- 
tive salesmen go out of their way to put 
you on the defensive, it is proof that they 
know you are dangerous. Encourage them 
to aim at you, realizing that the more they 
talk, the more you will sell—because the 
public is wisely attracted to any product 
which all others appear to fear. 

Fashion your presentation around the 
differences and plus values of your prod- 
uct in a manner that will anticipate all 
their objections and, in turn, create some 
objections difficult for them to answer. 
Competitive products have many similar 
features—let competitors sell them. Em- 
phasize the manner in which yours is 
more convenient, more useful and su- 
perior, Thus, in its comparative buy- 
ing, the public will begin to ask competi- 
tors about vital distinctions possessed 
only by you, putting them on the de- 
fensive with objections that cannot be 
answered except, perhaps, by concessions 
in price. 

Remember, too, that when competitors 
begin to sell a price, they admit that you 
have them licked on ability to sell the 
product. Since the product is, after all, 
the thing the public wants to buy—stick 
to selling it. Do not become embroiled 
in the now old-fashioned technique of 
price concessions. It isn’t necessary. In 
fact, it is absolute proof that a product 
has real objections which cannot be 
answered. 


Cause Three: You may have failed to 
deliver a complete understanding of your 
product's merit. One of the great dangers 
in salesmanship is that of trying to sell 
too fast. Presentations get to be old stuff 
and the salesman attempts to skip points 
which appear to him trivial but which, to 
the prospect with fresh interest, matter a 
lot. At other times, salesmen fail to 
know the product completely as a better 
answer to a vivid need, and therefore 
build doubt and objections in the pros- 
pect’s mind, 

Forget that you are a salesman. Re- 
member that you are always an educator. 
Your only job is to know everything 
about your product and deliver what you 
know completely to the prospect's mind. 
If you are sincere and earnest, as every 
successful salesman must be, you will 
have such faith in the product that, were 
you in the prospect’s position, you would 
insist on buying it. All objections are 
answered in your mind. Deliver this total 
impression to the prospect’s mind; realiz- 
ing that the moment you are successful 
in giving her the same complete under- 
standing, she will thank you all the rest 
of her life. 

Such objections as “I don’t need it,” 
“I can’t afford it,” “I'll wait awhile”— 
are all merely signals that your presenta- 
tion has been incomplete. 


Cause Four: The prospect may desire 
to buy so much that she throws up ob- 
jections in defense. It is natural for all 
ol us to resist desires we feel we shouldn't 
buy. In this situation, we throw out 
countless objections, often trivial, in our 
attempt to resist purchase. Such objec- 
tions are the sure sign that a sale has 
alivost been made. They are expressions 
0} interest in disguise. 

Ke-statement of facts proving that the 
bevefits of purchase are greater than its 
cot, word pictures of what is being en- 
du ed without the product, and the happy 
confort that will be enjoyed with it— 
aled to a convincing justification of the 
pi chase from the angle that the product 
W'l save more than its cost; these 
methods will overcome all such objec- 
tons. This defense mechanism always 
Spcrates strongest among women when 
the consideration is a product from which 
ty feel they will personally derive most 
s<‘fish benefit. They get to thinking what 
tle same amount of money could do in 


benefiting the entire family, if spent in 
other ways. Being unselfish, they resort 
to defense objections. In such cases, it is 
good strategy to appeal to other family 
members to make the buying decision be- 
cause of the benefits to be gained by the 
homemaker, herself. Keep always in mind 
the fact that defense objections are alibis 
the prospect is using to avoid doing what 
she desires to do very much. 


Cause Five: The prospect may dislike 
you, personally. After all a salesman is 
as much a part of the purchase as is the 
product itself. Your mannerisms, per- 
sonality and the way you register, play 
an important part in the sale. You are 
the creator of your own destiny in this. 
Be sincere, polite, neat, considerate, 
courteous, poised and convincing. Do not 
offend. Trade up the prospect’s ego by 
trading down yourself. Unless you do 
this, you will face objections which can- 
not be eliminated. You will block the 
chance of the product to perform; thus 
harming the customer, your dealer, and 
the manufacturer as well as yourself. 


Cause Six: The prospect may not care 
to do business with the dealer you repre- 
sent. The facilities, policies, practise and 
viewpoints of your dealer are a vital part 
of your sales talk which, if correctly pre- 
sented, will eliminate the many objections 
that can arise from this source. 

Analyze your personal operations in 
regard to these six fundamental causes 
for objections. Change your practise 
wherever and whenever you see a chance 
to improve yourself. 

Objections must be either anticipated 
or eliminated. A study of their causes 
will dispose of many of them in advance. 
Others can be anticipated by the right 
sort of presentation and demonstration. 
It appears unwise to rely too much on the 
typical sales manual in building a sales 
talk of this type because it seldom sets 
up a presentation outline capable of an- 
ticipating objections. Proof of this is 
found in a collection of manuals I have 
made in which 14 of the 21 on hand give 
great attention to methods of answering 
a long list of objections which would not 
exist if the right presentation had been 
outlined. One of the good ways to judge 
the merit of a product and of a company’s 
promotional support is to gauge the at- 
tention it gives to this matter of answer- 
ing objections—if the amount is great 
something is wrong with the product, its 
market opportunity, or the effectiveness 
of its sales support. 

The “unvoiced doubt” is the greatest 
obstacle to a sale. For that reason, the 
alert appliance salesman does everything 
possible to encourage expression of ob- 
jections. Someone created the famous 
phrase, packed with mighty truth, that 
“repression inflates while expression de- 
flates an objection.” Keep that always in 
mind. 

If you attempt to command all the at- 
tention at each sales interview, making it 
impossible for the prospect to get a word 
in edgewise, objections will pile up in her 
mind, and failing to get a chance to ex- 
press them, the annoyance of their repres- 
sion will so control prospect attention 
that she will hear nothing you may say. 
You might as well stop talking because to 
continue will just add fuel to the flame. 
Stop often to give the prospect an open- 
ing to talk by asking questions, by seek- 
ing a commitment, and by soliciting an 
opinion. 

True selling is a comfortable inter- 
change of thought. You are never so lit- 
tle a salesman as when you are doing all 
the talking yourself. Remember that you 
can lose a sale by winning an argument. 

And when the objection is voiced, be 
sure you repeat it in the exact words with 
which it was expressed. Otherwise, the 
prospect may feel that you do not 
thoroughly understand her viewpoint and 
will go on in meaningless repetition which 
removes the discussion from main con- 
siderations. On the other hand, by re- 
peating exactly, you convince her that 
you are unafraid of the objection which, 
in company with your answer and her re- 
lief of expression, will destroy the power 
of the objection, secure an agreement and 
permit you to swing along further. 

Each objection should be treated with 

(Please turn to page 37) 
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Has These Features 


1. Patent Overhead 
Agitator 
2. Patent Clothes 
Separator 


3. All Aluminum 
Split Wringer 

The Zenith Washer is rapidly be- 
coming one of the most popular on 
the market—because of its three 
exclusive features and its ready 
consumer acceptance. Never loses 
a demonstration. 


Good Dealers’ Margin—Low Service 
Costs—Enthusiastic Users 


ZENITH MACHINE CO. 


Makers of Quality Washers for Twenty 
Years 


General Offices: 
259 So. 1st Ave. E., Duluth, Mina. 
New York Chicago 
20 Vesey St. 1416 Merchandise Mart 
Export Sales Department: 
Room 1130, 201 No. Wells Street 
Chicago, Illinois, U.S.A. 
Cable Address: ZENIMACO, Chicago 


ASH in on your customer’s demand for 
faster cooking. Take advantage of today’s new in- 
terest in electric cookery. Go after replacement 
range unit orders with Chromalox Super-Speed 
“top burners.” Demonstration quickly sell them— 
fast, safe, durable. Range owners want to buy them. 
Easy to install. Sizes to fit every make of electric 
range, old or new. 


Clapp & Leach sold 54 units in 4 weeks, made 
$210.36 profit. Richmond, Va. contractor sold 48 
units in 4 months, made $187.20. Altoona, Pa. 
dealer made $136.50 in 2 months. Correll Electric 

Co. in small town sold 15 units first week. Dozens 
Altoona, Pa.. who has of dealers are finding Chromalox replacement units 
500 Chromalox “top @f€ a money-making depression-proof item. 


burners. 
Theés dealer has sold —nearly 100 replacement 


range units in a few months. Read in Mr. Heaps own words how 
he did it: “We mailed letters on this new unit and also called on a number 
of range owners personally... . offering FREE cooking trial. Every time 
the customers were so well pleased that they would not think of having the 
Chromalox units removed from their ranges. Anyone can sell Chromalox 
above everything else in these times.” 


Mr. Heaps of J. E. 
Heaps Electric Co., of 


Mail the coupon for tried and tested sales plan already 
Mr. Heaps followed the im use by many power companies and dealers through- 
lined Steps” cut out the country. Liberal discounts, FREE sales helps, 
book. Get copy. window displays, truck signs, etc. No obligation. 


You can do cf loo! 


MAIL WITH YOUR BUSINESS LETTERHEAD TODAY! 
EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 


Without obligati send us ¢ lete data abou: Chromalox S$ - 
Speed Replacement Range Units and how we can make money oolling 
them. There are approx. ........ elec. ranges in the territory we serve. 


Check which { } We sell elec. ranges { } We do not sell elec. ranges. 
{ } Send us catalogs about Chromalox-equipped electric ranges. 
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Financing Again 


HERE'S a lot of tough reading in some of our 

highly respected financial journals concerning the 
credit situation. It all boils down to the fact that the 
availability of credit has almost explosive potentiali- 
ties to build back business but that the agencies con- 
trolling the credit have not opened the flood-gates. 

We can bring the thing nearer to earth. 

A certain dealer we recently called on has sold 
about as many refrigerators as he could carry paper 
for. When he got to that limit his entire operation 
slowed down. Department stores in his territory 
charge $12 interest on two-year refrigerator paper. 
The finance house charge for the same amount of 
money and time is $27. Even if the dealer could 
get the finance house accommodation he is unable 
to compete with the department store. The finance 
house charge is necessarily high because of a country- 
wide operation requiring costly and involved account- 
ing and collection processes. 

Which brings us back to a theme we have hammered 
away at more than once in these pages. Namely, the 
opportunity of the local utility company to place at 
the service of the dealer the financing and collection 
facilities of the company. The utility is interested in 
sales. And whether sales are made by their own 
forces or by the dealer, the load comes to the power 
company 

Financing, therefore is a cheap and certainly an 
effective way to promote the distribution of load- 
consuming equipment. 

It is being done—and successfully. The Central 
Hudson System, for one, has shown that a group of 
alert, business-getting dealers, freed from the ham- 
pering restrictions of poor financing, are a vital asset 
from both the good-will and load-building standpoint. 


lroners Moving 


HE latest release fram the American Washing 
Machine Manufacturer's Association reports 
that 57,991 ironing machines were sold in the first 
six months of 1934. Of that number 36,663 were 
table models and 21,328 were portables. The six- 
months sales figure for 1933 was 25,760 ironers, a 
gain for 1934 of 125 per cent 
When one recalls that only 65,000 ironing ma- 
chines were sold throughout the entire year of 1933, 
we have some indication of the progress that is being 
made in this fast-growing and potentially important 
member of the appliance family. Specialty dealers 
and department stores must be given the credit for 
doing the major part of the ironer merchandising 
job. Except in a few isolated cases, the power com- 
panies, for some obscure reason, have not seen fit to 
lend the weight of their promotional, educational and 
merchandising abilities to the cause of the ironer. 
There is every reason for their doing so. A study 
made three years ago showed that the ironer rated 
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fourth position among major appliances for load- 
building ; they yield a good merchandising profit and 
they enlist customer satisfaction in performing an 
intrinsic part of the home laundry operation. Women 
don’t think of their laundry problems in terms of 
washing alone. They think of them in terms of 
washing and ironing—there is the simple fundamental 
and there is the opportunity. 


Small Appliance 


Stagnation 


HE bottle-neck of small appliance sales is the 

so-called “convenience outlet.” Generally it is 
an IN-convenience outlet, ineptly located, providing 
a single contact for three wanted appliances. A port- 
able lamp must be de-plugged when the vacuum 
cleaner is needed, a fan in the dining room or living 
room causes complete re-arrangement of the lighting 
equipment. Grandpa can’t read in bed and have his 
heating pad at the same time. It is a hard-to-swallow 
fact that most plug-in appliances are corroding on 
pantry shelves. 

Which is why certain forward-looking appliance 
merchants are beginning to devote a part of their 
display and advertising space to the promotion of 
additional outlets. Appliances which are hard to use 
are hard to sell. Make them easier to use and you 
make them easier to sell. 


+ 


Light For 
Dead Heads 


HERE this Better-Light Better-Sight move- 

ment appears weak as we see it, is in that it 
neglects the industry’s dead heads. It is well known 
that a very high percentage of residence lighting cus- 
tomers do not pay their way. They cannot be sold 
major appliances except under a more liberal financing 
arrangement than is now generally available. But 
they can be sold light. 

Yet as these light-selling activities under E.E.I. 
auspices are now generally set up they entirely neglect 
50 per cent of the customers whose bills fall in the 
lower brackets. Needing service most, they are 
served least. 

What's indicated, as we see it, is something similar 
to what Justin Rogers did in Sandusky, Ohio, two 
years ago. In that small, depression-cursed town he 
lifted many hundreds of his minimum bill customers 
out of the red, made them self-supporting. He sold 
them inexpensive lighting units involving no installa- 
tion cost yet vastly improving the quality of light as 
well as adding to its quantity. This is our idea of 
service. 

Perhaps the Better-Light Better-Sight movement 
will penetrate to these electrically needy in time. One 
hopes so. Because until the minimum bill customer is 
raised to a higher standard he will be a burden to the 
utilities and no hopeful prospect to the appliance 
merchant. 


Service Pains 


O THE average dealer, there is no profit and a 
heluva pile of worry in being continually being 
called out on service errands on an appliance he has 
sold. It takes up valuable time and gets on the nerves. 
One dealer who had been driven to the point of 
distraction by service calls on a brand of radio he 
was carrying, decided to do a little inquiring around 
among brother dealers before taking on refrigerators. 
What refrigerator gave the least trouble? What box 
could he sell and not have to be wet-nursing half the 
time? After talking to eight or ten dealers he made up 
his mind and a certain refrigerator manufacturer got 
an order over the transom. 
Not so dumb on the part of our friend the dealer. 
But he can’t understand why manufacturers with good 
service records keep them a secret. 


shoveled by Frank B. Rae..ir. 
JUST A LITTLE SIDE-LIGHT 


on this “science of seeing” agitation which has mos: oj 
us dizzy. An eye doctor examined a patient, sticking 
one of those goofy charts before him and care(ull, 
noting the optic reactions. The result was glumn— 
patient couldn’t tell an O from an X. “Come back to- 
morrow,” said the doctor, “I want to make a very 
thorough examination. Your condition is serious.” 
Next day the patient appeared and read the chart 
perfectly. “What the hell!” exclaimed the eyesight ex- 
pert in amazement. “O, I just put a new bulb in front 
of your test board,” explained his pretty assistant. “The 
old one was as black as the inside of a cow.” And now 
the doc is wondering whether he’s selling eyeglasses or 
mazda lamps for a living. 


* * 


WHICH REMINDS US THAT 


nobody in the whole world knows what electricity is, 
but about 100,000,000 Americans are daily interested in 
what it does. 

7 * . 


IT PAYS TO KNOW 


what is going on in your store. Not long ago a girl 
friend of mine went out to shop around for an electric 
range. In the first store the clerk (walking like a herald 
of the Court of St. James) led her grandly to the 
smartest job on the floor and with a proud wave opened 
the oven—to discover that the company tabby had picked 
this spot as a feline maternity ward. “I’m not interested 
in kitten incubators,” was her comment. Another sale 
gone to hell. 


“| AIN'T HAD NO CALL FOR IT” 


was the stereotyped excuse of the sloppy cross-roads 
out-of-merchandise merchant of my boyhood days. 
Hence we have mail order houses and a lot of ex-cross- 
roads merchants are now tending furnace for the Metho- 
dist church. One of the truest sayings of retailing is 
that “supply creates demand.” The dealer who is “just 
out” is just out. : 


* * 


“TIMES CHANGE, AND THE WISE MERCHANT 
POCKETS THE CHANGE,” 


said Benjamin Franklin, or somebody. Your butcher 
appreciates this truth—he doesn’t try to sell 1934 spring 
lamb chops off a 1929 lamb. 


* * 


A UTILITY REPORTS THAT 


it has one (1) lighting specialist dawdling around a 
territory of 7,500 square miles.. Looks like payroll 
padding to us. No lighting specialist should be hired 
to dawdle on less than 75,000 square miles of territory, 
and a real good dawdler could use 750,000 square miles 
provided the company loosened up and gave him a pair 
of roller skates. 
* * 


JOE MAYO OF CONSUMERS POWER, 


who takes his business fun where he finds it, was talk- 
ing to a contractor friend some weeks ago when a cou! 
dealer came in to order a motor repair on his loader 
“How’s business” asked the contractor, just to ma\ 
conversation. “Good,” replied the coal man, “if t 
uncondemned thieves don’t rob me into the poor hou-e. 
They steal more’n I sell.” When he left, Joe says to ' 
contractor, “Ain’t you ashamed of yourself! You 
that feller get out of here with an order in his pockt. 
Go sell him a coupla floodlights to protect his coal pil: ” 
Result, 40 coal yards equipped with protective floc '- 
lighting, and all because somebody said to somebo 
else “How’s business?” in front of a man who’s looki: < 
for it instead of talking about it. 
* * * * 


DEPARTMENT STORE MAN GETS A DOLLA® 
EXTRA 


for portable lamp shades having white linings. | © 
sells by the sighmeter method and when the custom 
sees how much better lighting result the white lini 
gives, she does not hesitate to part with an extra 59-c« ¢ 
dollar even though it costs the merchant less. Fooli: 2 
the customer ?—not at all. Simply giving more for t © 
money, and getting more money for what you give. 
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SIGN YOUR NAME TO 
) MAZDA LAMP ADVERTISING 


remind her 
ert she passes by 


GENERAL 
WHEN that second shopper enters E LE R 
your store she sees a reproduction of the advertisement she to 
has read at home . . . with lamps around it waiting to be 
picked up. That’s punch at the point of sale. That is sign- 
ing your name to our advertisements. 
That makes @ Mazpa lamp advertising YOUR advertising. 
That makes your store headquarters for the lamp that is advertised 
continuously and forcefully to 
a four out of every five of your 
\ Customers. At the right (bottom) 


is shown a simple but effective 
way to sign your name to our 
advertising inside your store. 

Oy General Electric Company, Nela 
X Park, Cleveland, Ohio. 


——_ Your Customers Look for this MARK 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 


BECAUSE YOUR CUSTOMERS 
LOOK FOR THIS MARK, IT IS A 
GOOD THING TO DISPLAY IT! 


General Electric invites you to visit tts exhibit 
in the Electrical Building at the Century 
of Progress 
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New York 


| I'l is a surprise to anyone to know 
that more than a million electric re 
irigerators have been sold in the first six 
months of 1934, they might take a load 
ott our shoulders and pore over some 
of these here ads . . . The ice cube 
boys pop up at you from all over the 
place . It’s summer, of course, and 


folks’ minds are pretty much concentrated 
on the heat and that’s as good a 
time as any to sell ‘em refrigerators 
Sut you have to hand it to the refrigera 
tor men—they don’t take anything for 
granted. People want automobiles and 
they want electric refrigerators and the 
fellers whose job it is to supply those 
wants keep them stuck under the pros- 
pects’ noses until they give in. 

lake Frigidaire. For continuity, con- 
sistency, timeliness, appearance and im- 
pressive amount of space used, it is al- 
most impossible to escape the selling 
messages they tell And the others are 
not far behind 

rhe. department stores, too, devote the 
major portion of their appliance space to 
refrigeration. No, those million units in 
six months were no accident. You can’t 
sock a mule on the behind and not ex- 
pect him to show some interest in the 


proceedings . . . Well, let’s get going. . . 


Wanamaker featured Frigidaire at 
$116.50 and a six-footer at $169.50 
\lso Kelvinators at $116.50 and a $79.50 
Thor washer-wringer for $53 . . . 15 
cents a day paid for either appliance. 
Rex Cole plugged his “30-day free trial” 
on GE refrigerators and then switched 
the same offer to washers Bloom- 
ingdale’s also featured Frigidaire 6-ft. 
at $169.50 and Norge at 15 cents a 
day . . . Ludwig Baumann stuck to 
Crosley at $99.50 McCreery’s 
sensed some vacation business and ad- 
vertised heating appliances for the bun- 
galow In addition they had a 
Universal washer-ironer combination for 
$69.50 Altman’s had a grill and 
an iron both at $1.95 The Davega 
and Vim stores, both big ad-takers, fea- 
tured Crosley at 10 cents a day. 


Brooklyn 


Abraham & Straus joined the Frigi- 
daire 6-ft. parade and played them up 
at $169.50 Another splurge half- 
paged six makes: Frigidaire, GE, Kelvi- 
nator, Norge, Westinghouse and Uni- 
versal GE cleaners got a break 
from the same store at $29.95. Namm’s 
space went to Frigidaire at $116.50 as 
did Loeser’s at $157.50 Sears, 


Roebuck, featured ironers at $39.50. 


whatwas 


The New York Edison system told the 
public what one cent would do for them 
A theme song that is brought out 
when nothing else is around ‘ 
Timken Silent Automatic ought to have 
a medal or something for the great ad- 
vertising job they did in announcing 
their new complete line of oil-burning 
and air-conditioning equipment. 


Albany 


W. M. Whitney & Company pulled a 
new one by doing a little advertising 
on electric ranges A three-burner 
Monarch, priced at $97.50 was featured, 
completely installed Other space 
went to Easy washers, the F-5 at $59.50 
and to a tie-in with Frigidaire. 

Fern’s took space on Prima ironers at 
$39.50 and One-Minute washers at $44.95 
less $5 for trade-in . . . John G. 


AUTOMATIC 


THE COMPANY BEHIND IT 


Now celebrating its Golden Anniversary—the 
Whiting Corp. has achieved an impressive suc- 
cess in the engineering, manufacture and instal- 
lation of combustion equipment for the larg- 
est industrial plants and public utilities. 
ning its entry into the small stoker field care- 
fully—and timing it for the mass as well as the 
class market—Whiting is ready for the type of 
dealers—and that type only—who also sense the 
awakening of a slumbering giant, and who have 
the ability, experience and resources to capture 
In the 
new Whiting Stoker such dealers will discover 
an opportunity that comes but once in a genera- 


their share of this great new market. 


tion. 


Your | 
Next Great Market 


Coal has, of course, always been the cheapest fuel—B.t.u. for 
B.t.u. Now Whiting has made it still less expensive—and auto- 
matic to boot! The average American home, the nation over, 
is now just as much a stoker prospect—as it was a prospect for 
electrical refrigeration. Instead of scattered thousands—stoker 
prospects are now massed by the million—and ready for block 


by block solicitation. 


may now be selling! 


proportions. 


Aggressive dealers, handling major electrical appliances, now 
have a ground-floor chance to achieve equally profitable results 
with Whiting Stokers. Here is a great 50-year old company— 
experienced and responsible—with a stoker that can cut down 
the cost of heating the average American home—one that is not 
Plan- dependent on the automatic market alone—and with a modern, 
aggressive plan of intensive /ocal sales promotion and advertis- 
ing, as well as national advertising. What an opportunity for 
the farsighted dealer, regardless of what home equipment he 
What a chance to establish yourself in 
one of the country’s fastest growing lines—soon to assume giant 


Address Underfeed Stoker Division, WHITING CORP., 15651 
Lathrop Ave., Harvey (A Chicago Suburb), Illinois. Aim at 
the masses to amass the big profits! 


UNDERFEED STOKER 


HEAT 


NOW WITHIN 
THE MEANS 
OF THE 
MASSES 


DUAL DRAFT BURNER. 
2. “SMOKE-ELIMINATOR’. 
3. FIVE SPEED DRIVE. 
4. “MASTERSTAT” CONTROL. 


MANUFACTURED & SOLD BY 
WHITING CORP. Harvey, Ill. 
BUILDERS OF 


POWER STORERS. PULVERIZERS. CRANES. FOUNDRY EQuIP- 
MENT, RR SPECIALTIES. CHEMICAL EQUIPMENT 


AMD SPECIAL MACHINERY 
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dvertised 


Myers featured Leonard boxes . . \ 
Swire’s Furniture had Apex washer: at 
$44.50 with 20 packages of Rinso thrown 


in . . . Also ABC washers at $4.50 
S- Swire Radio plugged Crosley at 
$99.50 . . . F. W. Newman & Son 
advertised Hotpoint ranges . . . Two 


good manufacturer ads were those on 
GE fans which Havens Electric, the dis- 
tributor, tied in and Westinghouse irons 
featuring a $1 allowance. 


Buffalo 


Biggest advertiser here during July 
was Schwegler Bros who plastered tly 
name Kelvinator liberally through the 
Buffalo papers. No down payment and 
15 cents-a-day terms on the Meterator 


plan was the system .. . Other 
Schwegler space went to Easy washers 
at $5 down .. . Sears spent some 


money advertising Kenmore washers at 
$36.95 and Coldspot refrigerators at 
$134.50 (6 ft.) Adam, Meldrum & 
Anderson went to Frigidaire at $159.50 
Hens & Kelly had a Niagara re- 
frigerator at $99.50 and Erion Piano 
plugged Crosley E. W. Edwards 
featured six-foot Frigidaires at $172.50 
Victors stuck to Norge at $115 


Boston 


R. H. White Company advertised the 
AMC Laundress washer at $39.50 and 
Frigidaire at $116.50 Sears did 
a lot of advertising on Coldspot refrig- 
erators at $139.50 and Hercules oil burn 
ers at $249, completely installed with no 
payment until October 1... The 
Esso oil people advised the public to put 
their oil heating problems in the hands of 
experts with the Gilbarco burner, Esso 
oil and Esso service . . . General Elec- 
tric also broke out in burner space on the 
new GE furnace. 

Gilchrist space went to Maytag wash- 
ers at $64.50 and Norge refrigerators at 
$114.50 Jordan Marsh featured 
Stewart-Warner refrigerators at $118.50) 
and Frigidaires at $116.50 Boston 
Edison space went to Kelvinators. 


Marttord 


It was a slim month here 
Everybody must have moved out of 
town . . . G. Fox advertised a Uni- 
versal washer-ironer wringer combination 
at $67.50 cash Modern Home 
Utilities continued to plug General Elec- 
tric, Sage-Allen the Norge, Frederick 
J. Raff, Inc., the Universal refrigerator 
at $199.50 and McCoy’s Maytag washers 
at $64.50 to $99.50. Oh, Yes—G. Fox 
also featured ABC washers at $64.50. 


Philadelphia 


Lit Bros. ran away with the advertis 
ing palm in July Almost a pagt 
went to Maytag washers at $49.95, Kelv: 
nator refrigerators at $129 and Westing- 
house refrigerators at $139.50 
Other space went to Norge boxes a! 
$129.50 Snellenburg’s harped 01 
Crosley pretty incessantly and varie! 
the story with Westinghouse at $167.5!) 

Keeping up the good work it start 
last year, the Electrical Association cot 
tinued to do an educational job on ai! 
conditioning helped out from time 
time by J. J. Pocock, Raymond Rose: 


York Ice Machinery, John J. Nesbit! 


and S. S. Fretz, jr. In addition, th: 
made a handsome offer of a seven-pic 
aluminum set to be given away free wi! 
every electric range sold. Customers h 
a choice of Graybar-Crawford, Hotpoi: 
GE and Quality ranges . . . Over 
Judson C. Burns, the customers had | 
choose between a GE and a GE whi 
simplified matters . . . Ash Collit 
imp Reddy Kilowatt continues to 
astride refrigerators, peer into ovens a! 
get in baby’s bath . . . 


Baltimore 


It was the old story here, too—a 
refrigerators—that, is what advertisin 
there was which was considerably und: 
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News from the merchandising fronts 

in major distributing areas ... What 

appliances were specialed by elec- 
trical departments 


the usual volume Hochschild, 
Kolin had a limited number of Frigi- 
daire they were willing to part with for 
$169.50 Hutzler Bros. had the 
same offer and added to them Westing- 
house irons at $2.58, AMC washers at 
Westinghouse spinner-dryers at 
50 and GE oil furnaces. 
lhe Hub was another to join the 
Frigidaire parade at $169.50, but they 
took space on GE refrigerators, too, at 
$268... Hecht Bros —My Gawd! Again? 
Frigidaire at $169.50, Norge at $169.50 
(electric bank clock thrown in) and Doe 
oil burners at $299 ... There is 
hardly a department store in Baltimore 
that isn’t selling oil burners .. . 
May’s had Hotpoint washers at $49.50, 
Westinghouse boxes at $128.95 and ABC 
oil burners at $325 O’Neill’s were 
selling Frigidaire at $169.50, the Gas & 
Electric Company plugged health and 
Kelvinators. Westinghouse did quite a 
job on their $1 trade-in iron offer, slug- 
ging in names of all dealers and repeated 
the performance with electric fans 
Montgomery Ward were pretty active: 
washers at $29.45, $39.95 and refrigera- 
tors at $139.50. The Timken splurge on 
their complete line showed up here. 
Read’s a big drug outfit, took a crack at 
toasters with an offer in big space at 
$1.49. Looks like we need another sub- 
standard campaign. 

Yeah, it was a slim month but that 
makes this job easier. 


San Francisco 


The general strike was the most 
“striking” feature of the month’s events 
in San Francisco. With transportation 
tied up and food supplies on ration, the 
city nevertheless maintained a semblance 
of order. The electrical workers had 
voted not to go on strike. In the mean- 
time it is possible to report that the first 
half of the month was one of the usual 
July sales, with the electrical departments 
participating in these events. The Em- 
porium featured a summer carnival, with 
a great trapeze and circus figures swing- 
ing endlessly from the center dome. Each 
newspaper was given a special Friday 
on which they were in charge of store 
features. These included such events as 
kitchen talks with demonstrations by the 
newspaper home economists, who brought 
electrical equipment prominently into 
their story. Refrigerators and acces- 
sories, sewing machines and vacuum 
cleaners and washers were among the 
featured articles in both upstairs and 
basement departments. A wood working 
exhibit where the machinery was oper- 
ated by a small household motor, made 
ironing boards for immediate sale in the 
housewares section. Nathan-Dohrmann 
staged a series of demonstrations in their 
electrical department, starting with elec- 
tric ironers and following with refrig- 
erators. Toasters, waffle irons and irons 
were also advertised. Hale Bros. sold 
Cadillac vacs at $19.95 and featured elec- 
tric sewing machines of various makes. 
They ran a demonstration of Faultless 
Washers and ironers in the second week 
ot July. Schwabacher-Frey staged a 
clearance of “Glide Easy” irons at $1.29, 
tollowed by the offer of a G.E. washer, 
Wringer, ironer, clothes basket and 
clothes stick for $74.95. Refrigerators, 
Washers of other makes and ironers were 
also offered at special terms. Chas. 
Brown & Sons sold a special of irons and 
another of toasters, each at 98 cents. A 
Waifle iron “enormously reduced” went 
lor $2.88. The White House featured 
Little Giant Tray washers at $89.50 and 
advertised standard 6-lb. irons at $2.95. 
Sterling Furniture Company offered an 
Apex washer at $59.50. 


In Sacramento F. H. McGinnis, ad- 
vertising a $10,000 stock of washers, of- 
fered fifty floor samples and ten floor 
samples of ironers at cost plus 10 per 
cent for one week. During another week 
he made a special allowance of as high 
as $20 for an old washer. Breuners was 
the big advertiser for the month. They 
have acquired rights to use the “Tempo” 
theme song made popular by Barker 
Bros. of Los Angeles and announced a 
display of model rooms. Housewives al- 


lowing a Eureka demonstration in their 
homes received a chance on a free vac 
given away by the store. Fans, Norge 
refrigerators at $8 down, $8 per month 
received the greatest attention. Wein- 
stock & Lubin alternated with ads ot 
fans and refrigerators, with a mid-month 
special on small appliances. Schroders 
announced seven Stewart-Warners sold 
in one day, with a trade-in allowance 
of from $15 to $100 on the old ice box. 
Kimball-Upson featured Speed-Queen 
washers at $52.50, in addition to Frigi- 
daires. Arnold Bros., the Westinghouse 
store, and Electric Appliances, Inc., G.E. 
dealers, advertised their respective re- 
frigerators, the new G.E. $88.50 model 
receiving considerable attention. G.E. 
air conditioning was also the subject of a 
4-page ad. Sewing machines, Kelvina- 
tors, fans and electric irons appeared in 
Hale Bros. ads for the month. The 
Eastern, in addition to Frigidaires on the 
15-cent meter system, announced a $39.95 
washer for 50 cents a week, also an 
electric range with many special features 
at $99.50. 


Fresno 


New low rates in the Fresno district 
received chief attention from the power 
company, under the slogan “more elec- 


tricity for your dollar.” Vacation time, 
with wifie away, also brought out ad- 
vertising of small appliances for use of 
summer bachelors. Electric refrigerators 
received several full page spreads led by 
power company and manufacturer ads 
and supplemented by dealers. The open- 
ing of the Apex plant at Oakland brought 
a page of washer ads. Radin & Kamp 
ran a special one-time offer of Kelvina- 
tors at $1 down and $1 per week, with a 
metered installation. Later they went 
back to the “no down payment and 20 
cents per day” system, featuring an $87.50 
model, 


Los Angeles 


Los Angeles started the month with 
two special offers from the Southern 
California Edison Company—an electric 
cooker pot at $20 for 5 mos. and an 
electric roaster with three pans at $2.72 
per month for 5 mos., “at your dealers.” 
Bullock’s early in July staged an Elec- 
trical Exposition in cooperation with the 
Bureau of Power and Light, including a 
cooking class and entertainment features. 
Sandwich toasters at $1, Hotpoint irons 
samples of values. G.E. cleaners and 
refrigerators of various makes, Easy 
at $2.25 and waffle irons at $2.95 are 
washers, and coffee makers were among 
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Today’s biggest news—everywhere— 
is air conditioning.And now comes a 
great new advancement in this field 
... Deleo-Heat Conditionair, a prod- 
uct of General Motors. This new en- 
gineering achievement truly signal- 
izes a new era in modern home com- 
fort. It provides fresh, air condi- 
tioned heat during the eight to nine 
heating months every year when air 
conditioning is needed most. It puri- 
fies the air—removes bacteria and 
dust; humidifies the air to just the 
right amount of moisture; automat- 
ically heats the air; circulates 
healthful, even temperatures toevery 


room—with a complete change of air 
every 10 to 15 minutes. 

Equally important, Delco-Heat 
Conditionair, with all its new-day 
air conditioning features, actually 
costs less to operate. The ingenious 
unit construction and the utilization 
of the famous Delco-Heat method of 
burning oil, are the reasons. 

To selected organizations in terri- 
tories still unfilled, Delco-Heat Con- 
ditionair and other Delco-Heat prod- 
ucts offer an unusual opportunity 
for profitable participation. Write 
today for complete details—the cou- 
pon is for your convenience. 


A PRODUCT OF GENERAL MOTORS 


for domestic and commercial applications 


\ 


DELCO APPLIANCE CORPORATION, 
Subsidiary of General Motors, 
Dept. 0-210 Rochester, N. Y. 


Please send details on the new Delco-Heat 
Conditionair. We are interested from the 
dealer standpoint. 


OTHER DELCO-HEAT PRODUCTS — Harmonized Delco-Heat Boiler (steam, vapor, hot water) ... Simplified Delco-Heat Oil Burner . . 
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the spotlighted numbers. The Bureau of 
Power and Light still featured its range 
offer at $129.50 with free installation and 
wiring. Barker Bros. sold hostess sets 
all over the store on June 25. July 
started off with an electric cooker ‘deeply 
reduced” at $1.69, together with a 24-Ib. 
package of special flour. The May Com- 
pany made a specialty of their budget 
plan with a cartoon series which included 
the baby demanding an electric retrigera- 
tor and the colored maid a washing ma- 
chine. Magic electric cleaners at $19.95, 
waffle irons at $2.96, Easy washers at 
$49.95, Prima electric ironers at $49.50 
and various makes of refrigerators re 
ceived attention. The Broadway depart- 
ment store sold electric plates, sandwich 
toasters, electric fans and other small 
appliances at special prices and featured 
a limited number of G.E. refrigerators at 
$179. Walker's staged a middle of the 
month sale of small appliances and of- 
fered Leonard refrigerators at $99.50— 
$5 down and easy payments. The L. A 
Furniture Company advertised rebuil 
Hoovers for $11.50 and special prices on 
various makes of washers. Refrigerators 
ind washers were advertised by the Platt 
Music Company, while the Globe Depart- 
ment store let the public know that it 
old Automatic washers at $49.95. 

\ll in all it was a 


by unusual offers 


good month featured 
and clever 


promotions 


i 


Portland, O. 


Portland had a busy electrical month. 
The renovized house, long on display at 
6th and Morrison, moved to its new 
owner's lot. Country farm girls learned 
something of the use of up-to-date equip- 
ment through the new model kitchen re- 
cently installed at the State Fair for use 
in “dollar dinner” contests. Pepco ran 
a slogan contest on electric ironers of 
five makes in June and early July, with 
dealers tying in, an ironer of the given 
make to be the prize in each case. Iron- 
masters also received attention with a 
free trial offer, good at all “cooperating 
dealers.” Westinghouse refrigerators also 
received their attention. The Powers 
Furniture Company continued advertis- 
ing of Kelvinators in disposing of that 
record 13-car shipment ($1 down and 
weekly payments ranging from $1.25 to 
$3.50). Lipman-Wolfe also went in for 
summer sales in the oil burner field, 
featuring Oil-o-matic. |Lipman-Wolfe 
cooled off its customers with 
Frigidaires, sold on the meter plan at 
15 cents a day. Meier & Frank sold 
Eurekas at $33.95 during a special sale 
in June, following with specials on Ham- 
mond electric clocks, ranging from $5.95 
for a $17.50 model to $1.99 for a $3.50 
kitchen clock. The last week in June 
was devoted to an Electrical Exposition 


held in the store’s air-conditioned audi- 
torium, with demonstrations of ranges, 
table appliances, refrigerators, washers 
and ironers. July started with store- 
wide clearance sales and a contest with 
two Ford sedans as prizes, coupons being 
given with each purchase for guessing 
on the mileage of a Ford in the window. 


Seattle 


The Seattle City Light featured a spe- 
cial on Westinghouse ranges $10 down 
and 24 months to pay. The Puget Sound 
Power and Light Company is still inter- 
ested in seeing that its customers are kept 
in continual hot water. Grunbaum’s 
celebrated the week of July 9-14 with an 
ad in colors, offering a pantry full of 
red and white groceries with any one of 
four makes of electric refrigerators. 
Sherman & Clay varied its music ads 
with one on Leonard refrigerators. Cros- 
ley refrigerators had half a page of co- 
operative advertising and other manufac- 
turers of refrigerating equipment kept 
their names in print. A new cookery 
school for July and August is announced 
by the Seattle P-I in the form of Cook- 
ery Picnics to be staged out of doors at 
the model kitchens installed in the various 
city parks, once a week, from 2 to 4. 

In Spokane the Washington Water 
Power Company ended June with G.E. 


“Chase advertising and merchandising is the 
finest thing that ever happened to the light- 
ing fixture industry”.. 


Never before have Lighting Fixture Deolers been given 
so complete and practical a sales plan as Chose offers! 


Chase Notional Advertising is bringing hundreds of 
inquiries to Chase declers. To turn these prospects into 
customers Chase dealers receive a complete Sales 
Promotion Maoval ond every conceivable aid for closing 
soles: beautiful sales letters; folders showing all Chose 
Fixtures; dealer newspaper ads; a time-payment plan 
thot mokes refixturing business easy to get; publicity; 


Street, New York. 


A typical comment of leading lighting fixture dealers who 
write us about Chase Advertising and Sales Promotion Helps. 


direct mail, disploy cards—and the finest fixture and 
lamp catalogs ever published. 


The opportunity to sell Chose Fixtures in ony city is o 
valuable franchise. Chose welcomes inquiries from lead- 
ing lighting fixture dealers in cities where Franchise 
Dealers have not been selected. For full information 
write Chase Brass & Copper Co., Incorporated, Lighting 
Fixture ond Lamp Division, Chase Tower, 10 East 40th 


LIGHTING 


dvertised 


and Westinghouse refrigerators 
one hand and hot Water on the 


ler, 
offered with a free trial. The fre. i; 
ing offer on electric ranges final) ¢ 


pired with July first, but ranges a: .j}) 
kept to the fore in advertising 
“keep cool in hot weather” sale 
sage. The Thrifty cook twinplat }, 
plate was a special at $7.95. Wim 
the Water Power twin essay c tes 
have also been announced, with pri 
electric appliances to the value of ~33(), 
The Crescent advertised Frigidai: 
the meter plan at 20 cents per day ull 
& Gibbs did both retail and wholesa\. ad- 
vertising for Kelvinators and the ot! 
frigerators were also pushed by their + 
spective distributors. The Associated 
Hardware Stores confined their Jul 
vertising to Crosley Shelvadors.  Brown- 
Johnston featured Norge, Robbins & 
Myers and other fans and Kitchenett 
plates at $5.95. The Pratt Furniture Co; 
pany offered two portable rinse tubs w ith 
their Dexter washers at $59.50. 
local Montgomery Ward store announce: 
their national cooking school for the 
week of July 9-14. Refrigerators and 
motored water systems were specials 
The Maytag Company sells Maytags and 
lets the public know that fact with con- 
sistent advertising. 


Butte 


The Montana Power Company has 
been running a clever series of ads in 
semi-cartoon style under such headings 
as “Dash it, Jenkins, there goes my other 
shirt,” featuring Hotpoint and Westing- 
house ranges and G.E. refrigerators, for 
which they advertise a free trial in the 
home. Refrigerators were the most 
talked of article in the month’s sales of 
Butte. Oecechsli, Crosley and others ran 
joint displays. Hennessy’s staged a run 
mage sale with $6.95 electric clocks at 
$2.95, and $39.90 Hamilton Beach 
sweepers at $26.95. The Maytag Shop 
announced the 45% reduction, 


Denver 


Denver's new electric shop at Joslin’s 
did extensive advertising. Following the 
lead of the Western strikers in making 
public statements, they offer a reward of 
$5 for any misstatement in their adver- 
tising and incidentally quote errors in 
statements made by other department 
stores (no names, of course, between 
friends). Frigidaires, Gain-a-day washers 
at $49.50 and $59.50, with no down pay- 
ment, and electric fans are among the 
articles featured. The Denver Dry 
Goods Company offered the Norge tor 
$5 cash and two years to pay, also elec- 
tric fans at various price ranges. They 
have caught the “tempo” idea from Los 
Angeles. The May Company shared in 
the general idea that the public wishes to 
keep cool in the summer and _ offered 
them a choice of five makes of retrig 
erators and several makes of fans. [he 
American Furniture Company 
Faultless Washers at $39.95 and com- 
binations at $59.95, announcing the ar- 
rival of a carload of the latter. The) 
also sold Frigidaires. Sweeney's 
stores advertised G.E. flat plate iron 
with a daily demonstration in the wi 
dow. The Public Service Compa 
ended June with advertising on Ever)! 
Electric Cookers at $8.95 and then 
quiet for the first half of July. Mo 
gomery Ward offered a refrigerato: 
$92.50, a washer and seven-piece laun 
set, all for $37.95, and electric fans 
$1.59. Sears-Roebuck’s 6-ft. refriger: 
sold at $129.50, Kenmore washers 
$39.95, Kenmore vacs at $14.95 and tf 
at $1. 


Salt Lake City 


Flashlights and refrigerators cam« 
for manufacturer advertising in > 
Lake. Dinwoody’s supplemented 
Stewart-Warner ads and Radio Stud 
emphasized Kelvinators. Auerbach’s 
fans at $1.39 and a Universal mi 
beater with accessories at $14.95. | 
Paris Company advertised their 
conditioned store. Keith-O’Brien 
still running their Westinghouse ret: 
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essay contest, with weekly win- 


se id a grand prize on July 15. They, 
ut attendance at their exhibit at the 
M nization Exposition. Sears offered 
ventory sales, with Kenmore 
. rs at $42.85 (were $49.95) and 
vac. at $23.85 (reg. $29.50). Axelrads 


a hers, ranges and Norge = and 
Grunow refrigerators; ZM.C.L—A B ¢ 
Kelvinators, with bargains on 


rs, 

pe models. The Standard Furniture 
Company alternated ads on DeLuxe 
wa-lers and combinations and on Kel- 
yinators sold on the meter plan. They 


cater to out of town trade and suggest 


shopping by mail. The Granite Furni- 
ture Company’s 24th anniversary sale in- 
cluded Dexter twin washers at $109.95. 


rhey advertised a $249.50 Norge to be 
given away to their customers, who must 
write or call in for particulars. The essay 
required was on “Why I Like to Trade 
With the Granite.” A laundry school 
was another feature of their month—all 
housewives invited. 


Phoenix 


The electrical industry of Phoenix 


spent a quiet month, but obviously was 


determined to keep the populace cool. 
Fans and refrigerators were advertised 
by local distributors. The Electrical 
Equipment Company featured Kelvin- 
ators on the meter plan, the Dorris- 
Heyman Company specialized for the 
month in washing machines and fans, 
advertising several makes of each. The 
Vinson-Carter Electric came in with the 
Power Company and the Dorris-Heyman 
Company in a Westinghouse ad. The 
New State Electric varied the theme with 
an ad on Automatic washers, $1 down 
and $1 weekly. Air conditioning was 
brought to the attention of the swelter- 
ing public by Air Conditioning Engi- 
neers, Inc., with offices with the Palmer 
Radiator and Body Works. 


Chicago 


Chicago—News of the month was 
Norge’s offer of a bicycle with a $200 or 
over refrigerator, an electric mixer free 
with a box selling at less than $200. 
Proposition was splashed in full pages . . . 
Wurlitzer offered to deliver for $1 down 
washers, refrigerators, pianos or radios 
to newly accepted charge customers .. . 
L. Fish Furniture kept banging away on 
$39.95 Faultless washer with free laundry 
kit... There was a touch of the New 
Yorker magazine (Hah Simpkins) in 
Westinghouse fan advertising. Fields 
held a Norge Cooking school, featuring 
cold dishes Commonwealth Edison 
plugged small appliances heavily, and 
Westinghouse offered $1 on old irons, 
with dealer list attached to advertising. 


Des Moines 


Des Moines—K. Ginsberg & Sons 
offered a 10c a day, no money down 
proposition on a nameless washer . 
O'Dea gave publicity to Voss at $49.95 

Davidson's did not let drought stop 
their promotions . . . One Minute at 
$59.95 was one of their offerings. Mont- 
gomery Ward advertised ironing 
board and free tubs with a $39.95 washer 

Sears plugged the Coldspot refriger- 
itor priced at $139.50, with $5 down... 
| Des Moines Ice & Fuel Co. talked 
about “air conditioning” with ice boxes 

Katz drug gave space to fans at $1.98 

the Des Moines Electric Light Co. 

‘rtised the Everhot cooker. 


Kansas City 


.ansas City—In a forest of no money 
n advertisements it is refreshing to 
copy that gets down to the motives 
‘ really makes people act. The Kansas 
Power & Light Co. space said this: 
omen like electric cooking because of 
ool kitchen and leisure hours—but it’s 
wr that appeals to the men” . . . Bunt- 
‘Ss used one of the best layouts of the 
mth for a small bit of copy—a head of 
woman, a washer, and a balloon that 
‘.rried this talk: “My electric washer is 
lessing this hot weather. It’s such a 


convenience when you have children.” 
They were plugging One Minute washers 

. Mace-Ryers had this proposition: 
24 months to pay for a Leonard refriger- 
ator at $189.50 (You save $46) .. . 
Kansas City Power & Light pushed the 
Nesco roaster and casserole . . . also 
offered to rent a Hotpoint range for $1.25 
a month installed . . . Westinghouse ad- 
vertised a food conditioner free to ice box 
owners .. . Frigidaire is after air condi- 
tioning business in Kansas City, likewise 
Westinghouse with its Mobilaire 
Davidson’s, a heavy advertiser, gave 32 
pieces of dinnerware with a Frigidaire 
.. . Eight dealers grouped their washer 
ads in the K. C. Star The Kelvin 
Electric Chests at $83 were given space 
by Jenkins Music Co, and by Jones Dept. 
Store . 


Omaha 


Omaha—Copy in Omaha appliance ad- 
vertising talked a lot about 7 cu. ft. re- 
refrigerators, a larger size than usually 
advertised. G. E. boxes of this size ap- 
peared a number of times . . . Schmoller 
& Mueller and Electric Housekeeping, 
Inc., went after air conditioning business 
with the Frigidaire and the G. E. Air 
Conditioner . . . The Nebraska Power 
Co. did the unusual by publishing a new 
ice cream recipe for Kelvinator .. . 


Leonard .. . Letters from satisfied Nurge 
owners were sought .. . Nebraska Power 
Company featured Automatic washers at 


$49.95, 
St. Louis 


St. Louis—More soul reaching copy 
was run by the Union Electric Light & 
Power Co, who said, “Doctors say drink 
more water in hot weather—get a Kelvin- 
ator water cooler” and “Don’t pass up 
the good things a Kelvinator refrigerator 
can give you,” showing salads, ice cubes, 
and cold milk. . . Stix, Baer & Fuller de- 
clared that a G. E. electric range will 
save 1 months meat bill every year. . . 
Ordinarily department stores lay off ap- 
pliances and do no promoting, but Stix, 
Baer & Fuller are plugging the Frigidaire 
Air Conditioner this summer. Union 
May Stern offered an electric clock with 
a Crosley refrigerator .. . 


Minneapolis 


Minneapolis—“20 frozen suckers for 
5e” ran some Koolaid copy, which pointed 
out a new avenue of refrigerator satisfac- 
tion. The Northern States Power Co. 
advertised a water heater at $87 installed 
. . . Clever bit of copy was the New Eng- 
land Store’s “Newspaper Test Advertise- 
ment,” ostensibly to check the pulling 
power of the paper. 


Milwaukee 


Milwaukee—This town is still licking 
its wounds after a roaring strike that tied! 
up business. Gimbels Dept. Store adver- 
tised a Voss washer at $39.98 .. . Sears 
joined the procession that offer an outfit 
by giving an ironing set with a Kenmore 
washer, $39.95, with $4 down. . . “Work 
or Wilt?” asked the Electric Company, 
speaking of air conditioning . .. The one 
mighty blast of the month was a Norge 
refrigerator page which said, “The 
Norge you buy today will be giving per- 
fect service in 1963.” 


Michigan 


Blistering weather, with the mercury 
at 100 degrees or better for days on end, 
brought refrigerators to the fore, with 
dealers holding off on washer and ap- 
pliance campaigns. “Who wants 
to wash clothes with the thermometer at 
102”? one dealer asked, “Even cool 
cellars don’t help.” Little adver- 
tising aimed at Michigan’s tourist trade, 
which bulks to among largest industries 
in summer... . 

Washers: Muskegon Maytag Co. name 
under Maytag factory ads announcing 45 
per cent reduction on aluminum models 


Packed, approximately 74 lbs. 


into circulating warmth. 
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No. 100 Standard. Operates on 110 to 
125 volts, 50 to60cycles, A.C. Uses about 
914 amps. at 110 volts. Size: 914” x 5” 


FIVE YEAR RECORD 


Proves the Profit Opportunity They Offer You 


Now in their fifth year, these re- 
markable fan-forced electric heat- 
ers have proved to be good profit- 
makers for dealers. They appeal to 
all who see them—because nearly 
everybody needs and wants one. 

Attractive in appearance and 
really efficient — because they heat 
the air and circulate it. They pick 


The market is big—prices are 


low for volume sales—and Arvin 


You Can Sell Them to 
Mothers for... 


BABY’S BATH 
OR NURSERY 


You Can Sell Them 


FOR EXTRA OR 
TEMPORARY HEAT 
INSTANTLY 


For Homes, Camps, Offices, Stores 
Anywhere There’s 110 A. C. 


\ 


THESE MAGAZINES, AND THIS 


up the cold, dead air and turn it x 


supports you with a complete ope 
campaign of consumer advertis- 


ing and merchandising . . . Now 


No. 200 DeLuxe. Operates on 110 to 125 
© volts, alternating current, 50 to 60 

; : cycles. Uses 11 amps. at 110 volts. Size: 

at base. Height, 11”. Weight, net 644 Ibs. eae = 10” x 514” at base. Height, 13”. Weight, 
net 9 lbs. Packed, approximately 11 Ibs. 


OF SALES 


is the time to get ready for the 
big selling season ahead. Place 
your stock order with an Arvin 
jobber at once—or mail coupon 
below today. 

Arvin Fan-Forced Electric 

Heaters are approved by Good 


Housekeeping Institute and 
Underwriters’ Laboratories 


NOBLITT-SPARKS INDUSTRIES, Inc. 
Columbus, Indiana 

Please send full information about 
Arvin Fan-Forced Electric Heaters—the 
complete advertising program—and the 
mame of a nearby Arvin jobber. 


Name... 


Address 
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Ad accurately regulated they enable heat- 
Penn T'emt al Sw itches ing system to coast along and deliver * 
just enough to maintain practically 
Penn Electric Switch Co unvarying room temperature.—Elec- 
Des Moines, lowa trical Merchandising, August, 1934. 
Device Roor temperature control 
switches, Gothic and Modern types in v 
which length and frequency of burner ao 
operati« ure ried by temperature 
Description Maintains uniform tem- 
perature regard of type of heating a 
lant; automatically compensates for d R f 
butside weather conditions: adaptable L,eonar etrigerator 
to all types heating systems; improves 
temperature distribution over entire Leonard Refrigerator Co., 
building; principle of strong contact 12460 Plymouth Rd., Detroit, Mich. 
onverting normal current flow Description: 2 cu.ft. capacity; 8-posi- 
through Ter elements into heat tion temperature selector on front of 
which pre le change n tempera cabinet; 2 trays; removable basket ; 
ture of ther it lement neces door check to eliminate hinge strain; 
sary t , tacts without waiting standard Leonard mechanical equip- 
for change mn room temperature ment; white porcelain table top; por- 
turner operation and standby are so celain interior ; lacquer exterior. : 
Price: $77.50.—Electrical Merchandis- 
ing, August, 1934. 


GE Hotpoint Mixer 


General Electrie Co., 
Heating Device Sales, Bridgeport, « n 
Device: New GE Hotpoint mixer. F 
Description: Self-lubricating. Mot n 


1900 Washers 


Nineteen Hundred Corp., 


Binghamton, N. ¥ base prevents oil from dropping in 
Models: 419 and 541 food; double beater blades elongated 
Description: Triple-vane agitator ; direct to sonow shape of side and bottor of 
drive fully inclosed mechanism ; splash ; n- 
proof motor; automatic oiling; tubs cludes large an ,_ sma | Pyrex bowls, “i 
214 in. diam Model 419 safety double mixer, drink mixer, juice e«x- 
wringer balloon rolls; 2 shades green tractor with porcelain reamer and ex- Des : 
finish ; Model 541 safety wringer; high bowl. accessories 
reversible drainboard; 24 in. balloon available: spee reduction unit, fe od ol 
rolls; bar type release; extended chopper, slicer and shredder, ‘grater pire, 
swing control; external agitator con- set 
trol; ivory, black, aluminum finish. nis +e ear , green trim; < 
Price: Model 419, $49.90; Model 541, green with cream and green with 
$59.90. Pumps, $10 extra.—Electrical black line around base.—Electrical crys 


Merchandising, August, 1934 Merchandising, August, 1934. ecu 


A | nf | 


Delco-H eat Conditionair 


Delco Appliance Corp., Rochester, N. Y 

Wodel: DA. 

Description: Purifies, humidifies, auto- 
matically heats, circulates and changes 
air completely every 10 to 15 minutes; 
unit construction; stream-line heat 
transfer unit of “teardrop” design; 
3-pass heat transfer surfaces; large 
heating area dotted with heat projec- 
tors which transfer maximum heat to 
flowing air; combustion chamber re- 
fractory liberates stored heat after 
burner has ceased operating; jade 
and Killarney green furniture-stee 
cabinet, chromium trim; no exposed 
mechanism; Delco-Heat fuel control 
burner mechanism outside heating Fairb 
zone; soft radiant flame; burner, con- ) 
trols, blower motor accessible by open Mode 
ing doors; filters contain specially Capac 
treated strands of blown glass; quiet res] 
large capacity blowers; aquator of Deser 
cascade design moistens air; auto- 
matic controls consist of Thermostat 
or Chronotherm, Protectorelay, Air- 
stat, Furnacestat and summer switch 

-Electrical Merchandising, August 
1934. 


OTPOINT CALROD’'S remarkable speed and Hotpoint gives you Twinmill Clock 
durability mark a new era in electric cookery. 


not only superior i Twinface Clock Co., z 

In dramatic tests Hotpoint Calrod units taken from products, but a thor- 

, a EEX Device: Wall clock for kitchen, foy: 
stock have been boiled under water, frozen in ice, oughly worked - out nursery. 
heated white hot, hammered and twisted, without sales plan and the tet 
impairing the efficiency of the unit. These tests close we tetany of scene silhouette overlay of chromiur 

~ut-o tal; s i se 
ands of people without a single failure chalists end bome 
thousands o peop g - economists. Get in Price: $6.95. Electrical Merchandisin 
Calrod’s amazing speed and durability do not touch with the Hot- August, 1934 
g y 


slow up with age. Accelerated life tests indicate an 
average life of 7 ', years. Utility executives, retailers, 
and housewives, in every section of the country, en- 
thusiastically praise the performance of Hotpoint’s 
amazing new Calrod. Hotpoint Calrod delivers the 
kind of satisfaction and service which keep custom- 
ers happy and save money for the company. 


point office nearest Vv 


you and arrange to 


your own Kelvinator Ice Makers 


eyes, the dramatic 

Hotpoint Calrod Kelvinator Corp., Detroit, Mich. 

demonstration. Models: IM-4; IM-7; IM-15. 

Capacities: 4 trays, 108 cubes; 7 tray 
189 cubes; 15 trays, 405 cubes respe 
tively. 

Description: Operate by direct expa! 
sion; refrigerant tubes are integr 
with shelves, which decreases tir 


Those who want to make the greatest and most 
lasting success of range activities know that Calrod 
is the answer. They realize that the future of the stalled separately or in combinati 


range business rests on as eedy, long-lived, de- ELECTRIC RANGES AND WATER HEATERS with Kelvinator vertical-type cooli 


ae units; capable of providing exa 
pendable enclosed unit—and Hotpoint Calrod is it. 


quantities of ice and cooling serv 
needed. 15-tray unit may also | 
installed in domestic-type cabine 


EDISON GENERAL ELECTRIC APPLIANCE COMPANY, Inc., 5620 W. Taylor Street, CHICAGO ge capacity.-Blevtrical Mercha’ 


dising, Auguet, 1934. 
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Produets 


Chase Lamps 


Chase Brass & Copper Co., 
10 EB, 40th St., New York City 

Description: Complete line of lamps in 
each of the main artistic periods— 
Early English, Early American, Em- 
pire, Georgian, Federal, Classic Mod- 
er! and American Adaptations ; 
designed by Lurelle Guild; fine brass 
basic material used; Wedgewood, fine 
crystals, porcelain, glass employed to 
cure certain effects; shades of 
parchment, silk, taffeta, cellophane are 
designed with lamps as single integral 
decorative unit; floor lamps have 
semi-direct reflectors and _  indirect- 
three-lite reflectors, equipped with 3 

cireuit switches; Models illustrated 
Mt. Vernon” Early American; “Fly- 

ng Cloud” American Adaptations. 
Flectrical Merchandising, August, 1934. 


Fairbanks-Morse 
Refrigerators 


Fairbanks-Morse Home Appliances, Inc. 
430 S. Green 8t., Chicago, 
Vodels: Al.4, ALS, AP5, AP6. 
6.! 4 


Capacities: 4.3; 5.4; 6.3; 5.4; 6.8 cu.ft. 
respectively 

Descriptions: 2 eylinder reciprocating 
ompressor; £ h.p. GE capacitor mo- 
lor; GE temperature control; semi- 


defrosting; interior light 
ill models except AL4; semi-concealed 
chromium hardware ; all models 
porcelain interior; AP5, AP6 porce- 
lain exterior; AL4, AL5, AL6, lacquer 
exterior Electrical Merchandising, 
August, 19314 


3-Circuit Lamp Socket 


Westinghouse Electric Mfg. Co., 
East Pittsburgh, Pa. 
3 circuit lamp socket for appli- 
ons requiring 2 or 3 intensities 
m same lighting unit. 
Description: ‘ Especially adaptable for 
with new 3-light lamps in stores, 
ditoriums, show windows; similar 
outward appearance to present 
ul porcelain socket-interior re- 
fesigned to provide floating center 
ntact for high wattage lead; sur- 
inding floating center contact is ring 
ntact for low wattage lead; stand- 
a shell provides common lead.— 
ectrical Merchandising, August, 1934 


De e: 


Timken Oil Burner 


The Timken Silent Automatic Co., 
100 Clark Ave., Detroit, Mich. 
Device: Improved pressure atomizing 

burner. 

Description: Straight pressure atomizing 
type; capacity, 1,000 sq.ft. steam 
radiation; equipped with intermittent 
electric ignition; uses dual circulating 
and pressure pump; air deflector of 
exclusive design said to produce un- 
usually intimate fuel mixture.—Elec- 
trical Merchandising, August, 1934. 


Airtemp Conditioner 


Temperature Corp. (The Amplex Div. o/ 
Chrysler Motors), 405 Lexington Ave.. 
New York City 

Models: AC 101-112. 

Description: Heats, cools, humidifies, 
dehumidifies, circulates, cleans air: 
heating capacity equivalent to 240 
sq.ft. radiation; cooling capacity 
equivalent to melting 1 ton ice per 
day; Emerson 4 hp., 110 volt, single 
phase, 60 cycle a.c. motor; one set of 
coils requiring but one set of piping 
heats and cools; furniture steel cab- 
inet, walnut enamel finish; 364 in 


long, 31 in. high. 
ice: Electrical Merchandising. 
August, 1934. 

¥ 


Metal Florduct 


National Electric Products Corp., 
Fulton Bldg., Pittsburgh, Pa. 
Description: Consists of 2 pieces, base 
and capping, formed to snap together 
with concealed fastening in base; 
stands ¥, in. high with sloping ramp; 


takes circuits for 2 or 3 telephones or 
wires of 6 buzzer circuits, etc.; Flor- 
duct system consists of outlet exten- 
sion cap which can be used between 
existing floor outlet and run of Flor- 
duct to new location.—Electrical Mer- 
chandising, August, 1934. 


Crosley Refrigerator 


Crosley Radio Corp., 

3401 Colerain Ave., Cincinnati, 0. 
Model: Crosley Chest Shelvador EA 20. 
Capacity: 2 cu.ft., 2 standard ice trays. 
Special Features; “Shelvador’ recessed 

lid with rack for small articles in lift- 

lid; self-contained removable unit; 

temperature control; porcelain inte- 

rior; round bar shelves; standard 

Crosley compressor with 4 hp. motor: 

36 in. high, lacquer exterior. 

Price: $72.50 east; $75 west of Rockies. 

—Electrical Merchandising, August, 

1934. 


THRUST 
CUSHION 


Greatly contributing to the quiet operation of 
Delco motors is the automatic end-play take-up, 
a patented feature which eliminates undesirable 
end-play noise. Longitudinal rotor movement is 
effectively and permanently cushioned by a cork 
bumper which presses against the end of the 
shaft. Adjustment or replacement of this device 
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FROM END-PLAY NOISE 


is mever necessary, since the cork is properly 
lubricated during assembly, and wear is negli- 
gible. Such features as this—plus Delco’s rubber 
cradle mounting and sealed lubrication—explain 
the growing preference for Delco motors and 
why they are in such constant demand by manu- 
facturers of the better household appliances. 


Delco Products Corporation - Dayton, Ohio 


| 
> 
P 
4 A Pr 
A ‘ 
¢ 
J 
| 
a 
i 
4 
a 
31 
in 


IV atermatic Washer 


National Metal Products Co., 
Waterloo, lowe 
i; 100 


iptio New Roto-Pulsating wash- 


tio new hydraulic pressure 

p dryer no agitator, no gear re- 
ng ichinery, no wringer Off- 
nter Pulsator running one way 
ishes by flu ng currents of seapy 
ter througl lothes ; 8 Ibs. capacity ; 


Walser Automat timer makes it pos- 
sae to set time required for each tub- 


d washer stops when time up 


Thermal tub 1 hp. GE motor; entire 
tubful of othes is placed in rubber 


mtainer of drier and city water pres- 


sure apnplied queezing surplus water 
t vo) 


drain board; 
on faucet to provide 


Flectrical 


Verchandis- 


Burgess Flashlight 


Display 


Burgess Battery Co., Freeport, I. 

Device: New counter display with new 
line of nickel plated flashlights avail- 
able to dealers 


Description 
with purchase of 11 
in popular 
on counter 
—Electrical 


1934 


Toastmaster Trays 


Minn. 
restyled Hospitality 
tray and new Breakfast tray. 


Waters-Genter Co., 


Devices 


Description 
restyled 
case except for top; feet have almost 
disappeared ; 


wooden 


Counter display given free 
flashlight cases 
assortment; can be stood 
window or hung on wall. 
Merchandising, August, 


Minneapolis, 
Improved 


Toastmaster” has been 
with trimmer lines, 1-piece 
improved flexible clock ; 


tray in three finishes—wal- 


nut, mahogany, sycamore—specially 
treated to resist alkalis and acids; 
replaces previous chromium tray ; cut- 
ting block with improved knife; 1 
large dish with 5 compartments re- 
places six small dishes. New Toast- 
master breakfast tray also available 
with l-slice toaster on oval wooden 
tray, walnut, mahogany or sycamore 


with two shaped glass dishes for 

bread, butter, marmalade, etc. 
Prices: WHospitality tray complete 

2-slice Toastmaster, $21; tray 


accessories alone, $8.50; Toa 
master alone $16 Breakfast 
with 1-slice Toastmaster, $15; 
fast tray and accessories alone, $46; 
l-slice Toastmaster alone, $11.50. 

Electrical Merchandising, August, 19° 4. 


Tre 


NEW QUO 


YES, | AGREE THAT IT'S A 
NICE REFRIGERATOR 
BUT IT LACKS ONE FEATURE 
MY HUSBAND INSISTS ON. 
$0 I'M AFRAID — — WOULD YOU MIND 
TELLING ME WHAT 
THAT ONE FEATURE 
1S, MRS. JONES. 


NOT AT ALL. HE WANTS A 
REFRIGERATOR THAT HAS 
FLEXIBLE RUBBER TRAYS. 


THAT'S VERY 
EASILY TAKEN 
CARE OF. 
HAVE FLEXIBLE 
RUBBER TRAYS 
PUT IN THIS 
MODEL. 


WELL, IN THAT CASE, 
GUESS YOU CAN TAKE 
OUR ORDER. WE LIKEO 
YOUR REFRIGERATOR 
BEST EXCEPT THAT IT 
OION'T HAVE THE KINO 
OF TRAYS WE WANTED. 


DON'T WORRY 
ABOUT THAT. WE'LL 


CHIEF, WHY DOESNT EVERY 
tr MODEL OF OUR REFRIGERATORS 
COME EQUIPPED WITH FLEXIBLE 
RUBBER TRAYS AND GRIDS? 

| ALMOST LOST ANOTHER 
SALE TODAY ON ACCOUNT 
OF IT. 


1 GUESS youRE 
RIGHT, Bri. 


SURE, I'M RIGHT. 
PUT IN RUBBER TRAYS OURSELVES IT COSTS 
US MONEY. 


EVERY TIME WE HAVE TO 


1 KNOW. THE OTHER BOYS ARE 
COMPLAINING, TOO. FROM NOW 
ON I'M ASKING THE FACTORY To 
WAVE ALL MODELS EQUIPPED 
WITH FLEXIBLE RUBBER TRAYS 
AND GRIDS. 


MONTH LATER 


WELL, BILL, HOW 
ARE THINGS ? 


JUST RIGHT, CHIEF. 
FLEXIBLE RUBBER TRAYS 
AND GRIDS HELPED ME 
BEAT MY QUOTA SO% 
LAST MONTH. 


It will pay you to insist that Flexible Rubber Trays and 
Grids be included as standard equipment in every model 
of the refrigerator you sell. By so insisting, you'll sell more 
refrigerators—and sell them easier. 


Trying to sell refrigerators that 
aren't equipped with Flexible Rub- 
ber Trays and Grids is almost as 
bad as trying to sell automobiles 
that haven't 4-wheel brakes. It just 
isn’t being done any more by the 
most successful operators. 

The reason is that you can’t really 
call a refrigerator modern unless 
it IS equipped with these trouble, 
time and temper savers. And any- 
thing out of date is ten times harder 
to sell than something that’s up- 
to-the-minute. 

Just note a couple of facts that 
indicate the amazing popularity of 
Flexible Rubber Trays and Grids. 

1. More than 3,000,000 in use. 

2. Sales up 317% since 1930. 

3. More than a million sold last 

year alone, and sales are now 
over $250,000 a month. 


Don’t put the Brakes on Sales— 
SPEED--THEM--UP! 


That means demand. And it ex- 
plains why 90% of all refrigera- 
tors being made in 1934 are 
equipped with Flexible Rubber 
Trays and Grids. 

And here’s something else. All 
through the summer, Inland adver- 
tisements, 278,000,000 of them, 
will appear in leading National 
Magazines. Thus we propose to 
increase still further the amazing 
demand for Flexible Rubber Trays 
and Grids. 


So if you want to see sales go up, 
be sure every model of the refriger- 
ators come to you with Flexible 
Rubber Trays and Grids as stand- 
ard equipment. You can get full 
details by writing to the manufac- 
turer of your refrigerator — or di- 
rect to us. 


THE INLAND MANUFACTURING COMPANY, DAYTON, OHIO 


Flexible Rubber Trays and Grids 


ICE CUBES ...INSTANTLY... TRAY TO GLASS 


Zipcord Lamp Cord 


U. 8. Rubber Co. (Wire Dir 
1790 Broadway, New York ¢ 
Device: Rubber-jacketed cord wit! ve 


“zip” construction that permit» is) 


and safe opening of sheath. 
Description: Rubber 
evenly when 
apart, 
each conductor ; may be stripped dow 
without danger of impairing dielectr 
properties of individual 
flexible; does not fray. — Elect 
Merchandising, August, 1934. 


Chase Buffet Server 


Chase Brass & Copper Co., 


10 East S8t., New 


Model: 

Description: 
handles and feet; 
food containers; water in server 
kept hot with element; 
for family breakfasts and supper 

Price: $19.50 complete.—Electrical Me 
chandising, August, 1934. 


York City 


Junior Buffet Server. 


Chromium with woode 


ABC Washer 


Altorfer Bros. Co., Peoria, I'l 

Model: 17-G gas engine washer. 

Description: Equipped with stan 
Briges and Stratton 4-cycle ga* 
motor for homes without electri 
French type agitator; porcelain 
rugated washing compartme 
heavy-duty, 8-position wringer 
justable drain board; balloon 1 
safety release; beige and warm 
vitreous porcelain 
Merchandising, August, 1934. 


4-Point Air Condition: 


The William C. Carr Corp., Rich» 
Va., and 25 Huntington Ave.. 
Boston, Mass. 

Device: Portable “Glenbrooke” typ 
conditioner. 

Description: Filters, washes, humid 
circulates air ; delivery capacity, 2' 
cu.ft. air per hr.; 5-gal. copper | 
provided for water supply ; 60 watt 
volt, 60 cycle motor driven fan; } 
into any convenience outlet; self 
ulating as to moisture output; cor 
type, metal walnut veneered cab 
33 in. high, 17 in. wide, 18 in. d: 
no piping or plumbing necessary. 

Price: $160.—Eleetrical Merchandis 
August, 1434. 
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jacket divides 
conductors are puller 
assuring perfect insulation for 


conductors 
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Mixmaster Pea Sheller 


Chicago Flexible Shaft Co., 
Roosevelt Rd. & Central Ave 
Chicago, 
Device: Automatic pea sheller attach- 
ment for Sunbeam Mixmaster; shells 
all sizes, shapes of peas; fresh peas 
are inserted into sheller—empty hulls 
drop out on one side, shelled peas drop 
into bowl.—Electrical Merchandising, 
August, 1934. 


Zephyr-Air Conditioner 


Savage Arms Corp.. 
1 E. 42nd 8t., New York City 


Mode Zephyr 60, self-contained, all- 
ve air conditioner. 

Des tion: Washes, cools, dehumidi- 
fies in summer; washes, humidifies in 
winter; cireulates 250 ¢.f.m.; evapo- 


r from 4 to 16 gal. water per 24 
hr. operation; cooling capacity equiv- 
ent to 52 to 62 Ib. ice per hr; 2 


= cviinder compressor, water cooled con- 
or denser, double coil type; finely atom- 
ized Zephyr-Air spray continuously 
washes air; heating not included as 
standard equipment; unit may be fur- 


nished with copper finned heating core 
where required, providing equivalent 


Fluid Heat Burner 


Anchor Post Fence Co., 
(Fluid Heat Div.) 6525 Eastern Ave., 
Baltimore, Md 


Model: SA rotary model 

Description: Designed for application to 
steam and hot water boilers and warm 
air furnaces; produces blue wall wip- 
ing flame; capacity covers range of 
residence and small commercial 
establishment heating loads with oil 
consumption from 7 to 10 gal. per hr.; 
electric spark ignition; uses No, 2 fuel 
oil; burner built in cast iron frame 
that permits vertical adjustment; heat 
resisting chromium steel fan; burner 
driven from vertical 1/20 h.p. capaci- 
tor motor employing pump lubrication 
in which oil is circulated continually 
over bearings when in operation.— 
Electrical Merchandising, August, 
1934. 


Coffee Cupper 
Coffee Cupper Co., 
400 Madison Ave., New York City 


Device: Individual cup percolator—per- 


colates coffee right in your cup 


Description: 210 watt immersion type 


heater is centrally positioned in per- 
forated aluminum basket to hold 
ground coffee; cover attached to ele- 
ment forms closure for coffee basket ; 
supporting legs attached to basket 
sustain entire device; water starts to 
circulate 30 seconds after closing 
switch when Coffee Cupper is im- 
mersed in cold water; infusion takes 
place rapidly; normal strength coffee 
made in 44 min.; water never comes 
to boil—coffee is made 195 deg. F. tem- 
perature, 

Price: $1.50.—Electrical Merchandising, 
August, 1934. 


of 40 sq.ft. radiation; a.c. 110 volt, 
60 cycle fan motor, 60 watts per hr. ; 
compressor motor 700 watts.—Electri- 
cal Merchandising, August, 1934. 


Mutual-Sunset Lamps 


Vutual-Sunset Lamp Mfg. Co., 
50 Empire State Bldg., New York City 
Vodels: Semi-indirect floor lamps. 
Description : Equipped to take new 
3-way 100-200-300 watt bulbs accord- 
ng to Illuminating Engineering speci- 
fications and passed by Electrical 
Testing Laboratories; meets all elec- 
trical and mechanical requirements; 
lamp shown No. 14 HOS with 24 HOS 
white lined silk shade available in 15 
types in latest styles and finishes. 

Price $22.50.—Electrical Merchandis- 
ing, August, 1934 


Vogue Iron Element 


Sheridan Electro Units Corp., 
241 8. State St., Chicago, Ii. 


Device “Vogue” copper clad replace- 
ment element for irons 
Description: Designed to fit 90% of 


Standard 5 and 6 Ib. flat irons; Ni- 
chrome wire element with mica insula- 
tion inclosed in thin copper housing 
to eliminate possibility of breaking 
down mica edges when installing; 
slows up oxidization of resistance 
wire; furnished in 500-550 watts, both 
110 and 32 volts.—Electrical Merchan- 
dising, August, 1934. 


W estinghouse 
Room Cooler 


stinghouse Electric &€ Mfg. Co., 
East Pittsburgh, Pa. 


( j “Mobilaire” portable room 
x 
7 Des ition: Cabinet contains fan, cool- 
oil, condenser for circulating re- 


rating fluid. Cools, dehumidifies, 
lates air; suitable for average 


‘ ffice, living room; capacity § ton 
le i melting equivalent per 24 hrs.; 

. er tired casters grain walnut, 
is r ogany or modern blue green with 


a Micarta panel.—Electrical Mer- 
idising, August, 1934. 
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Ty  & 
New 
Gs 
This magazine: your ook and newspapet™ att. 
were printed from rype cast from : 
metal, kept molten by electric heat gener — 7 
aved bY resistors made of CHROMEL- With 
> electric heat. your ehirt sroned. your roast 
is prowned: your food cooked. In many 
| by electric heat. that pecome® available 
Chromel- And of course it is Chrome! that 
made possible the heating device® you sell 
at a profit. Thus. Chrome! is gaithivl 
eervant your house- your customer 
home: and ™ your jpusines®: You may 
safely put your money and your qrust ra 
heating device® whose element® are made 
of CHROME (you'd yikely gnd some : 
3 


lengthen fire travel, permitting com- 


Carrier Weathermakers 


plete combustion to take place; hot 
: | gases pass through tubes baffled by 
Carrier Engineering Corp., specially constructed retarders or 
850 Frelinghuysen Ave., Newark, N. J turbulators increase efficiencies of hot 
Models: 39L, and 39M improved over gases; low stack temperature—kept 
39E and 39F respectively at less than 400 ; controls keep water 
Description: 291 vertical unit; 39M all year at 180° or more; quiet, easy 
horizontal; sectionalized design r- to install; Exclusive York nozzle, 
mits flexibility in application ; cock of York regulating valve, rotaire dif- 
® models available in 4 sizes with fuser, micrometric air adjustment 
apacities ranging from approximately spring mounted motor, controlled 
2 to 32 tons; lacquer finished units flame. — Electrical Merchandising 
but not decorated for exposed loca- August, 1934. 
tion; range of application from simple Vv 
ooling to complete air conditioning 
including ventilation fron small 


ngle rooms to large stores with Standard Range 
ultiple equipment, from floor mount 

ng to ceiling suspension for all sizes.- The Standard Electric Stove Co., 

Electrical Merchandising, August, 1934 1718 N. 12th S8t., Toledo, 0 


Model 851A “Suburban” combination 
electric—coal range. 
Surface Burners: 3-8 in. and 1-6 in. open 
or enclosed type 
] he rmogray Heater Sizes: Floor space, 37 x 324 in.; height 
. to cooking top 374 in. Oven 18 x 18 x 


Thermogray Ce Jefferson, low 14 in 
Wode Type Special Features: Oven equipped with 2 
rescription Completely assembled at burners, each separately controlled 
factory in size that will go throug! > with 3-heats; broiler pan, rack and 
rdinary door apacities, 10 to 6° oven rack furnished ; automatic tem- 
gals equipped with automatic hea perature control; coal section has two 
ntre witel relief valve and sed hy openings, extra large deep fire box, 
ent sive standard Thermogray —_ triple grates, self contained damper ; 
er n heating element double " water coil liner for heating boiler 
ement heaters available with auto optional; tan ivory porcelain enamel 
at heat control switch for eac! black marbleized with ivory veins 
ement: heaters can also be trim Merchandising, Au- 
t} ottom elemen gust 93 
GE Xmas Tree Lamp 
er ‘ an be added 
nish ght gre 


fini er i lectri. Incandescent Lamp Dept., General F 
Me h lising. August, 1°34 Delta Flashlight Co., Weta Park, 


v Delta Electric Co., Marion, Ind Device: Multiple-burning Christmas 
Lantern flashlight. 
Vv Description: Operates on 2 No. 6 dry Description: Slightly larger size, uses 
cells; 800 ft. beam from 44 in. non- ony a little es- 
. yurning variety; outstanding feature 
» tarnishing reflector; red enamel fin- 
y ork Oil Heat Unit ish; adjustable instantly multiple-burning lamp—when one 
able from spot beam to floodlight ; nail string burns out it doesn't cut t 
York Oil Burner Co., Inc., notch in back of handle for hanging others ; longer burning life of 000 hr 
Broad & Philadelphia Sts., York, Pa Electrical Merchandising, August, 1934 candelabra screw base ; designed or 
. ‘ork horizontal, all steel boile: use on circuits from 110 to 125 vw 
De 1orizontal, a stee white, red, blue, green and orang: 
surne unit 
Descriptiqn Combines in single unit, Price: 2c. - Electrical Merchandising 
burner, boiler, instantaneous year N GE August, 1934 
round water heater without use of 1 AW Cy Plu Ss 
storage tank, and all automatic con v 
trols and General Electric Co.. 
t of sight, installed in manner t¢ Wdse. Dept., Bridgeport, Conn d S 
os” Device: Improvements on GE plugs Ret) ac to Cor ets 
; Description: Angle plug for use with re- . 
frigerators saves space by having 48 C m 
T° prongs project at right angles to cord, $145 Cottage Grove Ave., Cntcago, 
\ OMa Xmas | ree Lamps makes it possible to push refrigerator Device: Iron cord set ; 
Voma Electrie Corp Cord set with rubber connector body Description: Consists of 8-ft. heater 
rdwayv, New York Cit molded on cord provides 1-piece con- cord with Universal plug, improve: 
Device 7-light indoor multiple berry struction instead of conventional 3- non-breakable rubber handle cap; « Desc 
bead Xmas tree outfit piece construction. Long neck of con- steel retracting spring ; handy bracke sig 
Descriptio Berry-beads for holding nector acts as strain relief, eliminates clamp for attaching to ironing board il 
right possibility of breaking cord instantly removable from hand sh 
np uprie add extensiot 
nection for attaching additiona Reinforced rubber strain relief bracket which folds flat in woning Price 
wired in multiple, each lamp molded on cord particularly suited for board when not in use; cord ay 3s A 
independently; no more hunting for vacuum cleaners. Also available in used on toasters, percolators, a: 
burned-out lamp new andelabra small sizes for electric razors, clip- other appliances ; 
hase Mazda 120 volt © 74 lamps; as pers, ete. and in large sizes for port- Price: $1.25 with switchless plug; $! 
a { 2 4 I 
orted colors; cool when burning able tools, ete.-Electrical Merchandis- with switch plug.—Electrical Mer- 
1 
Electrical Merchandising, August, 1924 ing, August, 1934 chandising, August, 1934 
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PASSEO 
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ELECTRICAL TESTING (ABORATORIES 


PRODUCTS LABELED BY ELECTRICAL TESTING LABORATORIES Pr 
SHOWING THE GROWTH OF THE LABELING IDEA ( 
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Products: 


Silent Circulator 


Air Controls, Inc., 
160 W. 114th St., Cleveland, 0. 

Dp ‘ Attic ventilating system. 

pe iption: Air circulating unit for 
tallation in attic window; exhausts 
0 cu.ft. hot air per min.; large 
et fan, silent V-belt drive, 4 hp 
tor; canvas connector makes it pos- 
le to join Circulator to any shaped 
dow frame; adjustable legs make 
,daptable to any window height ; 
rts accessible through grille door ; 
y to install in attic window ; plugs 

nto light socket; open attic door and 
iroom windows and Silent Circula- 
, will draw cool air in through win- 
ws and force warm air out attic 
ndow; 110 volts, 60 cycle; dark 
en crinkled enamel finish. 

Prive $98.50.—Electrical Merchandis- 

August, 1934 


Futura Desk Lamp 


Marks Mfg. Co., 
Chicago, Til 
Description: Rigid arm, modernistic de- 
sign; base designed to hold pens, pen- 
ils, clips, erasers; adjustable metal 
shade; black enamel and chromium. 
Price: $1.79.—Electrical Merchandising, 
August, 1934. 


S & M Flood-Lites 


S & M Lamp Co., 86th and Broadway, 


etter than tts motor 


Tue owner of a washing machine should 
seldom be called upon to pay any attention to 
the motor which operates it. The motor should 


function so smoothly, so consistently that the 


owner is unaware of its pr e—except for 
the workit does. To build such a motor has 
long been the goal of every motor manufac- 
turer, but it remained for Sunlight to achieve 


this goal by building a unit so quiet and com- 


pact,so sturdy and dependable, so free from 
warranty work and replacements, that fully 
62% of all washing machine manufacturers 
are now using Sunlight motors. This con- 
crete evidence of satisfaction on the part of 
manufacturer, dealer and owner is Sunlight’s 
reward for having participated in the major 
improvements and advancements in the elec- 


tric motor over a period of nineteen years. 


\\ A WASHING MACHINE 


1934 


Los Angeles, Calif. 
Description: No. 1005 closed type flood- 
lite with 16% in. heat resisting lens 
designed to burn 750, 1,000 or 1,500 
watt clear lamps; 14 gauge pure sheet 
aluminum. S-M series of reflectors 
designed to increase light output with- 
out increasing wattage; pure sheet 
aluminum; various types for indoor 
and outdoor use; “S” group, shade 
holder type; “A” group, socket type; 
“B” group detachable reflector type.— 
Electrical Merchandising, August, 1934. 


BA 


VANISHES 


Eagle Fuses 


Eagle Electric Mfg. Co.. 
59 Hall St., Brooklyn, N. Y. 
Description: Eagle E-Z pull cartridge 
fuse has been improved by adding a 
handle with cam action for pulling 
fuse. Plug fuses have been supplied 
with indicators showing good fuse— 
when fuse is blown, the “OK” dis- 
‘ppears. — Electrical Merchandising, 
\ugust, 1934. 


v 
Greyhound Cord Set 


R R Electric Corp., 
Mount Joy, Pa. 
‘evice: Cord set and heater plug with 
— pull which also acts as spring 
guar 
i nce: Model 200, with cold molded cap, 
$1.25 each; Model 208, with rubber 
cap, $.95c.—BElectrical Merchandising, 
Angust, 1924. 


SUNLIGHT ELECTRICAL COMPANY, Warren, Ohio 


Wagner type RA repulsion-start-induction 
...+ the motor that dominates 
the large single-phase motor field 


There are several good reasons why Wagner's type RA repulsion-start- 
induction motor is so extensively used where integral-horsepower motors 


are needed on single-phase circuits. 


1. It is self-contained—that is, it does 
not depend upon auxiliary devices to 
help it get started. 


2. Its starting-torque is very high. At 
the same time, the starting-current is 
comparatively low. 


3. The brushes lift when the motor 
approaches full-load speed. The RA 
starts as a repulsion motor, and when 
the speed reaches a pre-determined 


value, an automatic mechanism short- 
circuits the rotor windings, converting 
the motor into an induction motor. 
The same mechanism also lifts the 
brushes, as they aren't needed after 
the rotor-windings are short-circuited. 
Thus interference with radio recep- 
tion is minimized, and brush noise, 
brush and commutator wear and brush 
friction are limited to the brief start- 
ing period only. 


Ever since Wagner put the first commercially successful single-phase motor 
on the market in 1896, this type of motor has dominated the large single- 
phase motor field. Wherever integral-horsepower single-phase motors are 
required, the Wagner RA is the logical choice. For complete description 


ask for Bulletin 173. 


WagnerElectric Grporation 


Saint Louis, U.S.A. 


MOTORS 
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TRANSFORMERS FANS BRAKES 


1234-38 
WAGNER ELECTRIC CORPORATION 


6455 Plymouth Ave. 
St. Louis, U.S. A. 


Please send copy of Bulletin 173 on integral-horsepower single-phase motors. 


Name Position 

Firm 

If also d in Fractional-horsep motors, place “X" here __| 
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New Positions of 


AUGUST JAEGER, for- DAVID C. MARBLE has HAROLD D. CONKLIN, 
mer regional director of ; been named manager of formerly assistant general 
the Electric Cookery Hotpoint’s Minneapolis di- sales manager of Hot- 
Council, has been named vision. This is a new sales point, has been made dis- 
assistant general sales division, formerly covered trict manager for Hot- 
manager for Hotpoint. from Chicago. point sales in California. 

Hot point the Hotpoint organization in Chicago Pierre L. Miles. Mr. Jaeger replaces 

where he had been manager of that com- Harold D. Conklin, who has gone to Los 

\ugust H. Jaeger, prominently associ- pany’s appliance division some years pre- Angeles as district manager in Hotpoint’s 

1 with the Electric Cookery Council viously, and has just been named newly revised West Coast sales territory. 

regional director, recently re-joined assistant general sales manager, under Harold D. Conklin, formerly assistant 


DEALER & DE 


— 


need 
IRELESS 


Most of your rural customers are prospects for gasoline-motor- 
driven washing machines. Official figures show that 86% of U. S. 
farms have no electricity. Sections vary in this percentage, of 
course—but the power washer market is the larger everywhere. 


OK to push electric machines for your electrified trade—but don’t 
neglect the bigger non-electric market. 


Display POWER Washers 


Feature your gas engine machines in the window and on the floor. 
Ask each farm customer “Have you electricity?” and talk power 
washers to those who say “No.” 


Our “Wireless Power” advertising in leading national farm papers 
reaches your customers—selling them on washers driven by Briggs 
& Stratton 4-cycle Gasoline Motors. Display these machines and 
our advertising will bring you customers. 


Mail the Coupon for free copy of booklet we are sending to our 
farmer friends. It urges them to visit you. 


Rice 
{ree 

\ 

su 


Gasoline Motors 


address 


8. 
s. 
8 RIGG & RA ON ern powst 
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H. E. MARKLAND has 
been appointed assistant 
domestic sales manager 
for Kelvinator. He has 
been with Kelvinator for 
eight years. 


general sales manager of Edison General 
Electric Appliance Company, Inc., has 
been named to the position. of district 
manager in charge of Hotpoint range 
and water heater sales in California, 
Arizona, and parts of Nevada, New 
Mexico, and Western Texas. The head- 
quarters will be at Los Angeles. 

David C. Marble has been appointed 
manager of Hotpoint’s new Minneapolis 
sales district, which includes Wisconsin 
the upper peninsula of Michigan, Minne- 
sota, North Dakota, and portions oi 
South Dakota and Montana. Mr. Marble 
1as been active in that territory for som 
months. The great increase in Hotpoint 
range and water heater sales during the 
first six months of 1934 has made it 
necessary to create this new district. 


Westinghouse 


The announcement of the appointment 
of Miss Pearl Gray as Director of Range 
Home Economics of the Westinghouse 
Electric and Manufacturing Company 
has just been made by Reese Mills, Man- 
ager of the Range and Water Heater 
Department. Miss Gray assumed 
duties of her new position July Ist at 
the Mansfield plant. 

Miss Gray will direct the general ac- 
tivity on ranges with the Westinghouse 
Company, according to Mr. Mills. She 
will be in charge of the Model Kitchen 
testing and planning laboratories and will 
also make trips into the field to supervise 
training for salesmen and dealers. 


Frigidaire 


Promotion of Charles T. Lawson, de- 
partment store division manager for 
Frigidaire Corporation, to manager of a 
newly formed household division with 
supervision over all household refrigera- 
tor sales in the United States, was an- 
nounced today by H. W. Newell, vice- 
president. 

Mr. Lawson fills a post that has been 
vacant since the promotion a year and 
a half ago of Frank R. Pierce to the 
sales managership of the corporation, 
Mr. Newell stated. 


CHARLES T. LAWSON, 
formerly head of the de- 
partment store division of 
Frigidaire, has been ap- 
pointed head of the house- 
hold division and will su- 
pervise domestic sales. 


Nema 
Mr. Louis Ruthenburg, who for 
past two years has been serving as 
visor for the Refrigeration Division, 


cently resigned that position after be \¢ 


elected to the Presidency of Servel. 
(Please*turn to page 39) 
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Sell the 


There’saBREEZO 


market among 


your old customers 


Go after it 
for PROFIT 


You've refrigerated their food— 
washed their dishes and clothes— 


NOW—cool their kitchens and venti- 
late their homes—without draft— 
quietly, quickly, PROFITABLY. 

Call again on any one of your old cus- 
tomers—show how a BREEZO FAN 
makes a cool, comfortable, odorless 
kitchen. Take the order! Repeat this 
with your other customers and you'll 
be amply rewarded for your efforts. 
Sales are increasing for those dealers 
and distributors who are on their toes 
pushing ventilating fans. 

With Breezo you sell satisfaction as 
well as economical ventilation. An- 
other link in the chain which holds 
old customers—a goodwill builder for 
those you sell first time. And you 
keep your profits intact because 
Breezo requires no costly servicing. 
The Breezo PROFIT-LINE includes 
fans in all sizes for domestic and com- 
mercial use. Don't overlook the 
restaurants, hotels, hospitals, etc. in 
your community. They are interested 
in ventilation—and Breezo Fans will 
meet their requirements 100%—in 
quietness, freedom from attention, 
economy and all-round satisfactory 
performance. 

If you are not already a Breezo dealer, 
write for details and prices. 


“ACE” COAL BURNER 


There's money in showing your cus- 
tomers how to burn cheap coal eco- 
nomically. 

Now's the time to show your cus- 
tomers how to cut their next winter's 
coal bill—NOW, before they fill up 
their bins with high priced coal. 
“ACE” Coal Burners pay for them- 
selves by making it possible to burn 
the cheaper grades of coal. Think of 
being able to show savings in the fuel 
bill of from 40 to 50%! Yet that's 
just what “ACE” Coal Burners are 
doing for their users. 

These units are available for all house- 
heating furnaces and are easily in- 
stalled. They are available for either 
hand or automatic control—are quiet, 
low in current consumption and 
oa reliable. Write for com- 
plete details. Bulletin No. 2942. 


BUFFALO 


FORGE COMPANY 


205 Mortimer Street, 
Buffalo, N. Y. 


'n Canada, Canadian Blower & Forge 


Co., Ltd., Kitchener, Ont. 


Clerk or Salesman 
—— CONTINUED FROM PAGE 23— 
respect and never ridiculed. Handle each 
as if you welcomed it as a reminder of 
some important product advantage. 
Everyone of them should be met squarely 
with specific statement, fact and proof. 
But make answers short so that you do 
not appear to exaggerate the importance 
of any objection. 

Remember, too, that every objection 
gives you a chance to restate a selling 
point. Never leave it until this is done 
and agreement is gained. Many criticisms 
are nothing but camouflage behind which 
the real objection is concealed. Locate it. 

Don’t give the prospect a chance to 
start a debate that will drag you off the 
main track. Concede minor points having 
little bearing on the decision, but hold to 
major points with all the persuasiveness 
you have. After all, if you sell the main 
ideas properly, little objections will van- 
ish. Stay away from “blind alleys” that 
are irrelevant to the presentation. 

Finally, keep the principle of “indirect 
resistance” constantly in mind. Instead of 
answering an objection with such a pre- 
amble as “Your objection is ridiculous” 
or “You are entirely mistaken”—use such 
indirect phrases as “Ordinarily I would 
agree with you but, in view of these 
points, don’t you believe this an excep- 
tion” or “There is a lot of truth in what 
you say, but you may have overlooked 
this.” Remember, it costs you nothing to 
allow the prospect to keep his own no- 
tions, providing they do not interfere 
with your main selling points. No one 
likes to have his ego damaged. Be diplo- 
matic. 

The problem of handling objections is 
an old one concerning which something 
new can be learned each day. Do not 
make your technique complicated. Do not 
develop an inferiority complex about it. 
Cherish objections as an indication of in- 
terest. Glory in your ability to answer 
them properly because you are never so 
much a salesman as when you are turn- 
ing an objection into a sales advantage. 


Store of FUTURE 


—— CONTINUED FROM PAGE 13—— 


The dull color of the cork-covered walls 
permits the gleaming whites of refriger- 
ators and electric ranges (all G.E.) to 
stand out. Instead of being “hit in the 
eye” on entering the front door by light 
blue or green walls, such as some deal- 
ers have, the first thing that catches the 
eye, because of the dulled background, 
are the electrical appliances. After all, 
it is the function of a store to sell its 
merchandise ; not itself. 

The store design was entirely original 
with Lloyd Weed. He is not an archi- 
tect and hence contractors worked di- 
rectly from sketches. Weed, in turn, 
worked around General Electric’s “ten 
best home servants” in planning floor 
displays. 

The first day the store was formally 
opened more than 5,000 persons inspected 
the premises, G. W. Fischer, store an- 
ager, estimates. About 2,200 persons ar- 
rived the next day and on the third day, 
when special promotional events were 
held, 5,000 persons jammed the store and 
the street outside, making it impossible 
to move through the 200 feet of the store's 
length. Gardenias and recipe books were 
presented all visitors. 

Within ten days after the opening, the 
store reported sales of 21 refrigerators 
and six electric ranges. A special event 
on irons (Hotpoint) resulted in sales of 
60 hand irons in that 10-day period. In 
Muskegon, previously, annual sales hov- 
ered around those figures. 

The stage at the end of the long sales 
room, equipped with a complete G.E. 
kitchen, is ideally adapted to cooking 
school demonstrations. 

Maxon, Inc., did not build a new 
building in order to carry on the ex- 
periment. They wanted to show how 
old buildings could be remodeled into 
modern design. Mr. Weed estimates that 
the entire interior and exterior can be 
installed for slightly more than $3,000. 
“We'll know how, on the next job,” he 
said. “Of course, in larger cities it will 
be possible to have more elaborate and 
even more modernistic design. Smaller 
cities are not yet awakened to ultra-mod- 
ern stores. We hope to make our de- 
sign standard-practice, so that it may be 
adapted to any city.” 
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NOMA 
1s Stepping Out ! 


© Modern Merchandising Helps 
® New Prices 


Always known as head- 
quarters for the best in 
electric Christmas dec- 
oration, NOMA’S 
1934 line is unequalled 
for sound value, orgi- 
nality and true me- 
chanical and electrical 
perfection. 


LATEST OUTDOOR SET 


h di Outdoor Multiple Outfit. 
mercnandisin i Joma Add-on extension connec- 
. & pe acy tor for attaching additional sets. 


7-light multiple burning indoor safeguards profits and Thoroughly weatherproofed for 
set. Equipped with an exten- 


sion device for attaching addi- insures increased busi- Cap socket 


Our progressive 
A NEW DEVELOPMENT 


onal sets. justable berry ting. Spri: Contacts kee 
beads lam in ness for NOMA deal- trom 

sition desired. ac 7Y ; more loose lamps to tighten. Each. 

azda lamp burns independ- ers and jobbers. Two lamp bu ty independently. 
ently—no more hunting for of our many new items Equipped with inside colored 
burned-out lamp. The perfect e . Mazda lamps. Ideal for all deco- 
DeLuxe set for indoor decorate are herewith  illus- j iri 


rations requiring reliable sets 
ou os store or dis- trated and described. that can withstand severe weather 


elements. 


SPECIAL NOTICE — PATENT ENFORCEMENT 


Notice is hereby given that the following of set to fasten lamp and socket in any position desired. 
patents are the exclusive property of the wy 

Noma Electric Corp. All infringers will be mas outit with the plug. on one end and 
immediately and vigorously prosecuted. Connector at other end. With this device sets can be 
} No. 1,512,888—The Extra Ertenston which permits connected to form one continuous line. 

the connection of one set to another. No. 1,751,842—The Current Tap that alwa 


NOMA ELECTRIC CORPORATION 


524 Broadway, New York 
MAZDA LAMPS are used in NOMA PRODUCTS 


WRITE YOUR JOBBER FOR DETAILS ABOUT OUR NEW WINDOW DISPLAY 


A virgin field for load building 
activity lies in electric water- 
heating on an off-peak basis. 
Water -heating represents an 
average income of $30 to $40 a 
year per customer. It can be 
added without increasing plant 
costs for either capacity or dis- 
tribution. 


Thermogray Water Heaters 
Designed for Off-Peak Service 


This company has pioneered the de- 
velopment of off-peak water-heating 
and manufactures a line of heaters 
which are unequalled for this service. 
They are especially arranged to 
facilitate installation and mainte- 
nance. A full line of heaters for on- 
peak service is also manufactured. 


Load Building Plans Available 


A plan book has been prepared show- 
ing the various methods used by 
leading utility companies in water- 
heating promotion. Several meth- 
ods for the sale or lease of water- 


Thecmegray eBers two general heating equipment are outlined in 


types of heaters—a knocked- 


down heater with capacities detail. A request will bring this 
book free to utility executives. Send 
for your copy today. 


from 65 to 148 gallons and a 
factory-assembled heater with 
capacities from 10 to 60 gal- 
lons. Complete specifications 
and operating data sent on 
request. 


THERMOGRAY COMPANY 
JEFFERSON, IOWA 
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Advertising in JULY 


Kobackers, Flint, hold sale on 
American Beauty at $2.50 down, 10 
cents a day, no finance company involved. 

“Faster, more economical wash 
ings,” Herpolshiemers, Grand Rapids de 
partment store, claims for Easy at $49.50 

Clearance sale at Flint Home Fur- 
nishings Co. saw Speed Queens offered 
at July bargain prices, one of few stores 
to offer bargains in hot months. 

Refrigerators: Good Housekeeping 
Shop, Flint, holds sale on repossessed 
floor samples. Malcolm's, Flint, 
have a remodeling sale, slashing prices. 

General Home Appliance Co., 
Flint, retorts “there is no reason for 
price cutting on Sparton.” .. . July 
bargains in Stewart-Warner and Hibbard 
boxes at Flint Home Furnishing Co 

Knapps, Lansing department store, 
had Frigidaire special for $139 installed 

Hubbards, Flint hardware and 
sport spot, offered free to every “ice 
box” owner Westinghouse’s scientific 
food conditioner and odor eliminator. 

Grand Rapids Norge dealers unite 
in special three day campaign, July 12-14, 
featuring new economy models at $99.50, 
$109.50 and $114.50, with a 6 cu.-ft. box 
for the price of a 5 cu.ft. at $144.50. 
Participating were H. F. Cole, Inc.; 
Grinnell Bros. Music House; Hager’s 


Inches of Appliance Advertising Carried by 


CONTINUED FROM PAGE 29 


Music House; Heyman’s Furniture Co. ; 
L.. E. Phillips; Plews Radio Shop; Royal 
Appliance Co.; Vandenberg Brothers; 
Wurzburgs and Elder’s Electrical store 
at Grandville. Campaign declared, “the 
marathon test proves the Norge is built 
to give good service in 1963. Ask us 
why.” . . . Hot weather brought heavy 
refrigerator schedules from Herpolshiem- 
ers, Grand Rapids department store on 
Frigidaire and Leonard. Latter offered at 
$114.75, with ad stating “Hot weather 
is the time you should enjoy,” etc. 
Frigidaire and its 15 cents a day meter- 
ice plan promoted in another campaign. 
Young & Chaffee Furniture Co., Grand 
Rapids, selling 11 models of Leonard at 
15 cents a day terms, playing up cooling 
unit centered in top “so bottles can hug 
both sides.” Wonder if it’s beer? 
: Consumers Power Co., utility, de- 
voted space in several Mich. cities to 
Kelvinator box, summer special $9.95 
down, two years to pay. 

Small appliances: Alexander Electrical 
Supply Co., Flint, pushed waffle irons, 
toasters Knapp’s, Lansing depart- 
ment store, sold hob-nail Colonial lamp 
and shade for $1.58. Boston 
Store, Grand Rapids, had terrific run on 
Tark electric razors, $1.09, in one day 
sale July 25. 


Principal Midwest Newspapers in July* 


Washers 
Dept Furniture Nat'l Chain 
Stores Stores Dealers Distributors Utilities Stores 
Chicago 97 105 83 33 5! 92 
Des Moines 7 38 47 0 0 WW 
Kansas City 8 78 130 0 29 36 
Omaha 0 47 86 20 30 
Milwaukee Wt 6 141 20 24 44 
Minneapolis 9 0 0 
St. Lous 97 0 138 9 18 45 
326 274 625 73 152 256 
Last month 2534 277 514 102 73} 472 
Refrigerators 
Chicago 118 582 149 577 153 58 
Des Moines 48 174 78 18 ! 
Kansas City l40 362 725 162 420 34 
Omaha 0 226 243 173 102 35 
Milwaukee 79 ) 120 431 133 44 
Minneapolis 80 0 70 48 
St. Louis 568 57 287 253 130 90 
1,039 1,401 1.530 1,744 994 322 
Last month 1.971 1,362 2.214 2.168 818 743 
Small Appliances 
Chicago 36 2 2 274 105 16 
Des Moines 16 0 10 108 bi] 0 
Kansas City 8 8 44 18 203 0 
Omaha 0 5 27 78 82 0 
Milwaukee 44 0 2 45 90 0 
Minneapolis 4 0 0 0 0 0 
St. Loum 10 0 58 0 124 0 
128 15 133 523 624 16 
Last month 240 30 2014 241 806 102 
lroners 
Chicago 0 0 0 0 3 2 
Kansas City 0 0 0 0 3 0 
Omaha 0 0 0 0 20 6 
Milwaukee 0 0 12 0 0 0 
St. Louis 0 0 0 0 48 15 
0 0 12 0 102 23 
Last month 0 0 25 0 23 4 
Alr Conditioners 
Chicago 0 0 0 0 18 0 
Kansas City 0 0 38 60 0 0 
Milwaukee 0 0 0 0 26 0 
Minneapolis 8 0 0 0 0 0 
St. Louis 50 0 0 0 0 0 
58 0 38 00 44 0 
Last month 0 0 86 69 3% 0 
Ranges 
Kansas City 0 0 0 0 813 0 
Milwaukee 0 0 0 0 42 0 
Minneapolis 0 0 0 0 133 0 
St. Louis 12 0 0 34 16 0 
0 0 0 1,004 0 
Previous month 12 0 0 0 457 0 
Water Coolers 
Minneapolis 0 0 0 0 8 0 
St. Louis 0 0 0 30 0 0 
0 0 0 30 8 0 
Previous month 0 0 a4 32 0 0 
Cleaners 
Chicago 0 0 0 0 3 0 
Milwaukee 0 0 12 0 0 0 
Minneapolis 0 0 3 0 0 0 
0 0 15 0 31 0 
Previous month oo] 6 7 32 105 89 
Ol Burners 
Minneapolis 0 0 0 38 0 0 
Water Heaters 
Minneapolis 0 0 0 0 80 0 
Previous month 0 0 0 0 76 0 


*The leading newspaper in each city listed was checked for the foregoing data. 


where two newspapers were followed 


Cooperative Buying 


wa long established furniture stores 
of Los Angeles have recently an 
nounced a cooperative set-up by which 
they will conduct both buying and sell- 
ing operations on a cooperative basis. 
They include the National Furniture 
Company, the Alvi. Furniture Company, 
Wilder's Quality Made Furniture Com- 
pany, the Star Furniture Company. 


with the exception of Chicago. 


Trade-1 ns for Charity 


LD ice boxes taken in as trade-ins 

which were of the type not easily 
disposed of in any other way were given 
away by Schroder’s of Sacramento, 
Calif., to families who were unable to 
purchase them. All that was required 
was a clearance card from the County 
Welfare Department stating that the 
family was on the county rolls. 


*TEXTOLITE 


FUSE 


HANDY PULL 
| HEATER 


TRIPLE TAP 


HEATER CORD SET WITH 
UNBREAKABLE PLUG 


Quick-profit items — everyone 

h hold ity. Hardly 
a customer enters your store 
who doesn’t need G-E fuse 
plugs, heater cords and triple 
taps in her home now. 


Packed for counter display — 
this is attractive self-selling 
merchandise. The G-E Mono- 
gram on each piece stands for 
quality, dependability, safety 
— your customers know that! 
To you, this merchandise 
means effortless sales — and 
leads to selling new appliances. 


More profits from merchandise 
that moves fast can be had by 
calling your G-E Merchandise 
Distributor or by writing to 
Section D-348, Merchandise 
Department, General Electric 
Company, Bridgeport, Conn. 


*Pyrex (Reg. U.S. Pat. Office) 
is the high heat and electricity 
resisting glass. Textolite is 
General Electric’s special insu- 
lating composition. 


GENERAL ELECTR 
MERCHANDISE D MEN 
BRIDGEPORT, CONNECTICUT 
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If you had a 
microscopic eye 


—you could instantly tell 
the difference 
between a poor 


appliance 


Don't think for a moment that 
the uniformity of ‘‘Nichrome” V 
was a lucky strike. 

It has taken years of technical 
development in machines and 
process to achieve this all im- 
portant end. 

But appliances without this uni- 
formity of structure unduly 
burn out*, and create distrust 
of the electrical way of doing 
things. 

You'll find it good sales judg- 
ment to specify :— 


Heating Elements of 
“Nichrome” V on all your 
orders for appliances. 


* Life of heating appliances is 
reckoned in terms of total life 
and useful life. When the heat- 
ing element decreases 10% in 
wattage, efficiency decreases and 
expense increases. Useful life in 
our estimation is ended though 
the element continues on to a 
final burnout. 


Driver-Harris 
Company 
HARRISON, N. J. 

CHICAGO ENGLAND 


DETROIT FRANCE 
CLEVELAND ITALY 


New Positions 
of the Month 
= CONTINUED FROM PAGE 36 = 


Succeeding to Mr, Ruthenberg’s re 
sponsibilities as Secretary is Mr. Halde- 
mann Finnie who has been appointed by 
the Advisory Committee of the Refrig- 
eration Division. Mr. Finnie will be lo- 
cated at the Refrigeration Division 
Headquarters, Penobscot Building, De- 
troit, Michigan. Mr. Finnie was form- 
erly Vice-President and General Manager 
of Timken Oil Burner Company. 


Fairbanks Morse 


Fairbanks, Morse & Company of Chi- 
cago recently announced that the name 
of their wholly-owned subsidiary, the 
Audiola Radio Company, has _ been 
changed to Fairbanks-Morse Home Ap- 
pliances, Inc. 

The change in the corporate name, ac- 
cording to Mr. S. T. Kiddoo, Vice-Pres- 
ident and Treasurer, and also Director 
of the parent organization, was made that 
the name of the subsidiary company more 
suitably and accurately indicate the close 
affiliation of the subsidiary company with 
the senior organization. Mr. S. T. Kid- 
doo has been elected by the directorate of 
Fairbanks-Morse Home Appliances, Inc., 
as President. 

Mr. Mortimer Frankel, General Man- 
ager, continues in direct charge of all 
activities of Fairbanks-Morse Home Ap- 
pliances, Inc., and is also Vice-President. 


Kelvinator 


Appointment of H. E. Markland as 
Assistant Domestic Sales Manager for 
Kelvinator Sales Corporation has been 
announced by R. I. Petrie, Kelvinator 
Domestic Sales Manager. 

Mr. Markland has been with Kelvina- 
tor for more than eight years, having 
served the organization as District Man- 
ager, Regional Manager, Branch Man- 
ager and as a special sales representative. 


Joslin Dry Goods 


S. Kugler, formerly of the May Com- 
pany, Denver, where he was manager of 
the Electrical Department, has joined the 
Joslin Dry Goods Company, Denver, as 
manager of their new Modern Electrical 
Appliance Shop. Maytag, Apex and 
Gainaday washers are carried, and Frig- 
idaire, Westinghouse refrigerators. 


3.000 Visit 
Lighting Exhibit 


DEMONSTRATION of _ better 

lighting, as sponsored by the Val- 
ley Electrical Supply Company drew the 
attention of 3,000 citizens of Bakersfield. 
Calif., who visited the Women’s Club 
building to view this and other features 
of the electrical exposition. The exhibit 
consisted of a well lighted living room 
which illustrated the principles of good 
lighting as they might be applied in the 
average home. A newspaper displayed 
in a case with a series of buttons which 
enabled the visitor to test out the degree 
of light at which reading was the easiest 
attracted a great deal of attention and 
perhaps was the most telling argument 
which could have been used for better 
lighting in the home. 


Junior Cookery 
Couneil for L. A. 


ARALLELING the idea of Junior 

Chambers of Commerce, which are 
frequently more active and more useful 
than the solemn official bodies, the elec- 
tric range salesmen of Los Angeles and 
the surrounding district have formed 
themselves into a Junior Cookery Coun- 
cil. This is composed of those in the 
front line trenches of range selling. Any 
man who actually contacts the public 
in this field is eligible, from city and 
power company range specialists, to em- 
ployees of department store houseware 
departments. The group meets about 
once a month, either in the offices of the 
L. A. Bureau of Power and Light, or 
in the building of one of the jobbers to 
discuss problems of selling electric 
cookery. An electrically cooked meal 
usually precedes the meeting and in it- 
self affords selling arguments for later 
use. 
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Impossible ?..NO!... Here It 


F YOU are dissatisfied with 
the small profits and grief con- 
nected with the sale of ordinary 


washers . . . listen to this! 


The new Boss “Thermo” is so 
different, so unusual, so outstand- 
that it enables you to make big- 
unit sales, in the same time it 
takes to sell a cheap washer .. . 
and enjoy proportionately bigger 
profits. 


You're skeptical, of course. 
You've heard the same story be- 
fore. But, if you're vitally inter- 
ested in building a profitable, a 
truly profitable washer volume, 
you'll send for the “Thermo” 
facts ... right now! Other deal- 
ers were skeptical, too, UNTIL 
they put the “Thermo” on their 
floor—but you'll be amazed when 
we tell you of their experience. 


Write for bigger-profit proofs now! 


THE BOSS WASHING MACHINE COMPANY 


Norwood Station, CINCINNATI, OHIO 


Manufacturers of Boss Quality Washers Since 1889 


BURGESSuni- 


Th 


CHROME 
protected 


FLASHLIGHT BATTERIES 


When you tell your customers that BUR- 
GESS UNI-CELS give longer and more 
dependable service, you can back up your 
statement with facts. BURGESS UNI- 
CELS are CHROME protected—Chrome, 
the preservative, seals in the power and 
releases it only when the battery is called 
upon to perform. 


Examine the UNI-CEL’S 99-98/100% pure zinc 
container. It is so thick you cannot dent it with 
your thumb! Its one piece seamless construction 
avoids the “local action"’ which may be caused by 
solder or other impurities. BURGESS methods 
and BURGESS Laboratory Control are famous for 
producing batteries which are the choice of ex- 
plorers and others whose safety depends on de- 
pendable performance. 


It is more profitable to sell BURGESS UNI-CELS. 
The new “Silent Salesman" Vender in which No. 
2 UNI-CELS are packed attracts many new sales. 
The superior performance of the UNI-CELS turns 
one time sales into repeat business. 


More and more dealers are finding that black and 
white stripes on Flashlight, Radio, Ignition and 
Lantern Batteries are a sign of consistent profit as 
well as established quality. 


BURGESS BATTERY COMPANY, FREEPORT, ILL. 
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RATE—Per 


SEARCHLIGHT 
ECTION 


“OPPORTUNITIES 


SALES EMPLOYMENT 


BUSINESS—MERCHANDISE 


PLAYED word DISPLAYED RATE—Per inch 
" (salaried ployment only) 1 inch $7.50 
nue harge $2.00 an 2 or 3 inches 7.25 per inch 
' t ( See on 4 to 7 inches 7.00 per inch 
/ and all other classifications Rates for larger spaces on request. An adver 
Agents. D stributors inch is measured vertically on one 
RK ative tising ents olumt There are 4 columne—60 inches 
n harge $3.00 an insertion to @ page 
o Box Numbera—Care of Electrical Merchandis- 
10 if f payment is made in ing’s New York. Chicago or San Franciaco 
f + ne itive insertions of un offices count as 10 words additional in undis 
‘ sdvertisements played ads Replies forwarded without charge 
POSITION WANT 
ANTED DISTRIBUTORS WANTED 
EXPERIENCED young electrician needs work for 
f and am wi to worl MORRILL ELECTRIC VACUUM CLEANER 
naa Pw F sl Merchandising, 520 No Enclosed filter type. High Vacuum. 
M ‘ o g Four models Many outstanding sell- 
ing points 
= Write for proposition 
AGENTS WANTED - MORRILL & MORRILL 
30 Church St.. New York, N 
(lass Show Window Reflectors 
M fw know mak Has opening 
t f presentation on DISTRIBUTORS WANTED 
Fo wing amongst the al for improved type automatic onal 
essary AW-534. Electrical Merchan STOKER f resi tential use. 
Wee ears successful peration implest 
t 4 N York City & m market priced consider 
. inder present price level, in 
iding a liberal profit for distributor 
SALESMAN WANTED und dealer. Mfd. by old, well-estab 
The “Oshkosh ished concern Exclusive territories 
" Automat te pe Write for particulars 
Fer southeast territory STOKER LEACH CO.. Oshkosh. Wis. 
R t f Atla ip ef red 
P pany, 450 Supe St 
SALESMEN WANTED 
To Call on Dealers 
BUSINESS OPPORTUNITY We manufacture approved and guaranteed 
—— RANGE BURNERS, $7.50 
FOR SAl : yuunt of sick as Vacuum Complete to Dealers, write at once for 
‘ service ocated in ity protected territory 
Blectricel LAFAYETTE OF. BURNER COMPANY 
No. Michigan Ave.. Chicago. I a, oe 28-20 Portland Street, Boston, Mass 


and growing industry. 


Seeks new connection as Advertising or Sales Manager 


I have a good job in New York City with one of the country’s largest manu- 
facturers—a national advertiser. 


Am at present advertising manager of a major division of my company in a new 


‘ t I have helped organize and develop this division that 
is now making rapid strides toward leadership. 


My experience is not confined to the advertising end of business, but covers sales 
as well 


In addition to a number of years with my present company in industrial 


and general advertising, sales and sales promotion, I have had valuable depart- 
ment store and other retail store experience. 
a good assistant sales manager or sales manager. 


SA-532, ELECTRICAL MERCHANDISING, 330 West 42nd St., New York City 


My qualifications fit me to make 


nu 
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Keplies re 


“SEARCHLIGHT” ads can serve 


partne 


Typical “SearcHLIGHT” Ads—and Results 


fact 


wantir 


distribution—1I4 Replies received 


© a Chicago representative—10 Re- 
plies received 


of small electrical appliances —manufact 


received 
of wringer rolle seeking na- 


urer of washers wanting representa- 


tion in a number of territories—6 Replies 


—advertiser offering representation in Cleve- 


tor of an electrical store whe wante — sweepers and refrigerators 
tner—S5 Keplies received eplice received 
ivertiser offering representation in South —advertiser wanting to purchase an electric 
territory on electrical appliances—6 appliance store and repair shop in middle 
ceived west—4 Keplies received 


you to equally good purpose 


line 


Ther 


vlaye 


DISPLAYED RATE: $12.00 per inch per insertion 


AY 


ull black face type) Fractions of a line 
full 


PARTS 
ACCESSORIES 


UNDISPL 


2D RATE: $1.00 per line per insertion 


payment is made in advance for 4 cc 


SERVICES 
AND 


Minimum charge $4.00. (First 
count as a line. Discount of 
ynsecutive insertions of undis- 


(An advertising inch is measured vertically on one column. 
e are 


columns—60 inches to a page) 


New “SEARCHLIGHT” Advertisements 


WILLMAN ELECTRIC 


must be received by the 25th of the month 'PER. - 
to appear in the issue out the following SUPERIOR 
month a es @ Specialty 
Vac. Arm., $1.45 19% Discount on order 
) iddress copy to the De partmental Hoover, 1.55 of 6 or more 7” 
idvertising Sta Drill and Motor Prices on Request 


330 


Weeat 


Electrical Merchandising 
42d St.. New York City 


Also Vac. Repair Parts. 
A Trial Order Will Satisfy 


2554 Sturtevant, Detroit, Michigan 


Send for 64-Page Catalog 
illustrating 600 Washing Machine Parts ° 


WRITE OR WIRE US—NOW! 
SCULLY-JONES & CO., 1905 S. Rockwell St., CHICAGO, ILL. 


: You'll Increase Your Sales with GOODRICH Rolls 


: __ SERVALL COMPANY, 4409 Seyburn Ave., Detroit, Michigan 


Statistical Barometers 


A DIGEST OF FIGURES INDICATING THE PROGRESS OF ELECTRICAL . PPLE 
ANCE SALES AND ELECTRICITY SALES PLUS STATISTICS PERTINE\ ) To 
THE OPERATION OF AN ELECTRICAL APPLIANCE SELLING BU. INESS 


IRONING MACHINES 


Sales of household electric ironers, re- 
ported by 19 manufacturers to the Amer- 
ican Washing Machine Manufacturers’ 
Association, totaled 21,325 portables for 
the first six months of 1934, as compared 
with 8,925 for the first six months of 
1933, an increase of 139%. Table type 
ironers for the same period of 1934 
reached a total of 36,663 sales as com- 
pared with 16,841 for the first six months 
of 1933, an increase of 118%. Monthly 
figures follow: 
table type 
portable 
table type 
portable & 
table type 
portable & 
6 table type 
portable & 
table type 
portable & 
table type 
portable & 
table type 
aturation, January 1934—801,450 homes 
4% of total wired homes 


June 19233 


April 1934 

March 1934 

February 1934 


January 1934 


or 


WASHING MACHINES 


Sales reported to the American Wash- 
ing Machine Manufacturers’ Association 
by its 31 member manufacturers indi- 
cated 615,600 electric washers sold in the 
first six months of 1934 as compared 
with sales of 377,332 for the same period 
of 1933, an increase of 63%. Monthly 
figures follow: 


January 1934 . ae: ; 75 


Saturation, January 1934—8,725,693 homes, 
or 43.9% of total wired homes. 


JUNE 1934 ‘ 86,776 washers 
June 1932 86.745 washers 
May 1934 a 112,642 washers 
April 1934 .. 121,346 washers 
March 1934 me .. 122,355 washers 
February 1934 97,278 washers 


OIL BURNERS 


Sales of household electric oil burners 
as reported by 49 manufacturers to the 
Bureau of Census, Department of Com- 
merce : 


MAY 1934 . 6,349 shipped in the U.S. 
May 1933 . 3,659 shipped in the U.&. 
April 1934 4,865 shipped in the U.S. 
March 1934 ae 3,480 shipped in the U.S. 
February 1934 1,703 shipped in the U.S. 
January 1934 .. 1,971 shipped in the U.S. 

Saturation, January 1934—739,500 homes 


or 3.7% of the total wired homes. 


RANGES 


tilled sales reported to the National 
Electrical Manufacturers’ Association by 
11 manufacturers: 


Sums 1984 13,620 ranges with a value® 
of $960,422 

May 1934 . 16,394 ranges with a value 
of $1,124,736 

April 1934 .. 14,477 ranges with a value 
of $1,020,463 

March 1934 , 10,378 ranges with a value 
of $731,461 

February 1934 5,575 ranges with a value 
of $397,164 

January 1934 3,611 ranges with a value 


of $255,490 


*Manufacturers’, not retail value. 

Saturation, January 1934—1,147,750 homes 
or 9.5% of the wired homes with available 
range rates 


VACUUM CLEANERS 


Sales estimated by the Vacuum Cleaner 
Manufacturers’ Association: 


MAY 1934 ...... ... 65,213 floor cleaners & 
21,738 hand cleaners 
May 1933 51,661 floor cleaners € 


12,160 handcleaners 


April 1934 65,526 floor cleaners & 
18,759 hand cleaners 

March 1934 .. 78,475 floor cleaners & 
23,461 hand cleaners 

February 1934 ; 54,000 floor cleaners & 
11,908 hand cleaners 


January 1934 awa 45,006 floor cleaners & 
14,802 hand cleaners 
Saturation, January 1934—9,643,568 homes 
or 48.5% of total wired homes. 


Greenvi 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42d STREET, NEW YORK, N. Y. 


H. MeGraw. ¢ mar 
\ r 


Board Malcolm Muir, President; James H. McGraw, Jr., Vice-President and 
Harold W. MeGraw, Vice-President 


; B. BK. Putnam, Secretary 


HOUSEHOLD REFRIGER A: ons 


Sales of household electric + 
tors, as estimated by the Electri 
eration Bureau with the assis 
the National Electrical Manui 
Association, reached a total of 
refrigerators in the first six 


1934. This figure represented 
crease of 50.5% over the same Pe iod of 
1933 when 666,750 refrigerat wer 
sold. Monthly figures follow: 
JUNE 1934 ‘ 190,003 refr 
May 1934 ..... 277,988 ref: 
March 1934... 151,668 refriccrates 
February 1934 . +++ 82,439 refr ators 
January 1934 35,212 ref: rator 
Saturation, January 1934—4,900,( 


or 24.6% of total wired homes 


WATER HEATERS 


Monthly billed sales of complete tank 
heaters, side arm heaters and miscellane. 
ous electric water heaters made by ]] 
companies and reported to the National 
Electrical Manufacturers’ Association: 


JUNE 1934 ....... 5,779 units with a values 
of $2239.94 

May 1934 .. 6,157 units with a value 
of $258,923 

April 1934 .... 3,307 units with a value 
of $138,716 

March 1934 .. 2,110 units with a value 
of $92,354 

February 1934 .. 1,651 units with a value 
of $55,848 

January 1934 . 1,556 units with a value 


of $55,919 
*Manufacturers’, not retail, value 


ELECTRICITY USED BY HOMES 


Monthly sales of electrical energy t 
American wired homes as reported to the 
Edison Electric Institute : 


MAY 1934 . ... 966,522,000 Kw.Hrs 
May 1933 .... " 907,441,000 Kw.Hrs 
April 1934 ... 562,000 Kw-.Hrs 
1,0 511,000 Kw.Hrs 
February 1934 . .. 1,122,776,000 Kw.Hrs 


January 1934 ....... 1,243,962,000 Kw_Hrs 


Average annual consumption by wired 
homes : 


Year ended May 30, 1934 ..... 612 Kw.Hrs 
Year ended May 30, 1933 ..... 596 Kw.Hrs 


Average monthly electricity bill paid 
by wired homes : 


Year ended May 30, 1934 ....... _ $2.76 
Year ended May 30, 1933 ....... 2.77 
Average residential electricity rate: 
Year ended May 30, 1934 .. 5.41¢ per Kw.Hr 
Year ended May 30, 1933 .. 5.57¢ per Kw.Hr 


FORECAST OF 1934 
RETAIL APPLIANCE SALES 


General Electric's Bridgeport Researct 
Division statisticians have forecast 1934 
total retail sales of four electrical appliances 
by the entire industry as follows: 

85,000 ironers retailing for $6,000,000 

635,000 cleaners retailing for $31,800,000 


1,060,000 washers retailing for $64,000,000 
2,950,000 radio sets retailing for $153,000 ,000 


BANKRUPTCIES 


Dun & Bradstreet, Inc., has just re- 
leased some interesting figures on com- 
parative insolvency records of electrical 
manufacturers, wholesalers and retailers 
for the past seven and a half years. 

According to this source, the first six 
months of 1934, with but 37 failures 
among electrical firms, witnessed the low- 
est number of bankruptcies in the elec- 
trical industry in the past seven and 4 
half years. As the following figures show 
the largest number of bankruptcies came 
in 1931, when 217 firms with involved 
liabilities of $4,822,234 failed. 1932 saw 
these figures fall to 209 and $4,589,179 
respectively, while 1933 saw a still tur- 
ther reduction to 137 failures with lia 
bilities of $2,339,784. The 37 bankrupt 
cies among electrical firms in the frst 
six months of 1934 involved liabilitics 0! 
but $265,724. 


Manufacturers 


Number Liab ities 
FOR APPLIANCES peed 
Woman's World,” small-town consumer 40 1,3 
magazine, has made a questionnaire survey 933 a ' , 
of 37,563 readers and finds a high degree 1934 Whole R 1 
of readers’ home own some electrical ap- 9 7 
pliances, while the degree of saturation for 126 
other labor savers is small: 
Percentage of Homes oe 
Appliance Owning Appliance 
Glass Coffee Maker 3.30% » inclusive 
Food Mixer 8.27% he same source reports indicatior 
tefrigerator 22.74% “sales of electrical appliances in 195 
Vacuum Cleaner 5 51.43% reach 800,000,000 units, as compared 
Washing Machine 61.10% 739,000,000 estimated for 1933, thus nm 
Radio Receiver - 78.58% the largest year’s business since 192° 
Branch Offices: 520 North Michigan Ave., Chicago; 883 Mi 
San Francisco; Aldwych House, Aldwych. London, W.C. 2; W 


Treasurer; Mason Britton, Veee-President; H. 
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KELVINATOR ANNOUNCES THE 


An electric refrigerator at $77.50 is in 
itself news. But, a Kelvinator at $77.50 
is BIG NEWS—both for the dealers 


and for the public. 


Temperature Selector with 
8 Freezing Speeds 
The Kelvin-Chest is a real Kelvinator. It has 
the standard Kelvinator compressor, the same 
fine unit that is used in higher priced models. 
It has a TEMPERATURE SELECTOR 
WITH 8 FREEZING SPEEDS; two large 
ice cube trays (42 cubes); porcelain interior; 
permanent white lacquer exterior; Kelvatex insulation 
all around; porcelain table top; removable basket for vegetables; etc. 


With the announcement of the Kelvin-Chest, four great new 
markets are opened up for Kelvinator dealers. First—the hundreds 
of thousands of small homes and apartments. Second—summer 
cottages, hunting lodges, etc. Third—roadside stands and other lim- 
ited commercial applications. And fourth—medium and large sized 
homes in which the Kelvin-Chest will be used for beverage cooling 
and extra storage space. Four big markets that offer an unlimited 
opportunity for volume and profit. 


Complete information will be sent on request. ... KELVINATOR 
CORPORATION, 14250 Plymouth Road, Detroit, Michigan. Factories 
also in London, Ontario, and London, England. 


Actual photograph of food stored in Kelvin-Chest at one time... pound of butter 
...dozen eggs...4 pound roast...3 pints of milk...% pint of cream...6 beverage 
bottles ... pound of sliced bacon...4 steaks...4 pork chops... 6 lemons...6 oranges... 
bunch of radishes... 3 tomatoes... 1 cucumber...2 bunches of celery...2 peppers... 
bunch of carrots... head of lettuce... bunch of parsley...2 packages of cheese... 1% 
pounds of cold meats...6 peaches...6 plums...2 cans of milk...jar of jelly... of 

dressing... 3 dishes of left-overs...and the two ice cube trays (42 cubes). 


A SECOND REFRIGERATOR 
BEVERAGE COOLING 


KELVINATOR CORPORATION 
14250 Plymouth Road 
Detroit, Michigan 


Please send free descriptive folder on rhe new electric Kelvin-Ches 


Name 


Address 
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